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tet PO pez SALES MANAGERS’ CONFERENCE 


Advertiser's 
Weekly = 


a 


ORGAN OF BRITISH ADVERTIESUNG 


It rates as Britain’s No. | picture-weekly, 
with the highest mass circulation and the 
lowest page rate per 1,000 copies sold of 
any magazine in its field. 
With 30% more colour and 24% more monotone 
advertisement space sold during the period Sept.- 
Dee.. 1953. than for the same period a year ago: and 
with advance bookings way ahead of what they were 
at this time last year. ILLUSTRATED is the sheet 
anchor of more and more national sales campaigns. 


A.B.C. WEEKLY NET SALE 1,109,162 


TOP IN ITS FIELD AT LOWEST COST 


MARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 
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Makers of 
Modern 


Furnishings 


who are presenting 
“New Elizabethan” 
styles should be re- 
presented in... 


The direct mail 


controversy 


Why he failed with 
flying colours 


Sir,—“Agency Account Execu- 
tive’ (October 29) needs his 
anonymity either to hide his 
failure from his clients and chiefs 
or to preserve the reality of 
fictitious disasters. 

His article is witty, clever, pro- 
vocative. It reveals insight into 
the psychology of his readers. 
It provokes a response. It is a 
brilliant piece of copy. 

But no one so self-confessedly 
incompetent could have written 
it. Nor could anyone so obvi- 
ously intelligent as “Agency 
Account Executive” have acted 
as he did. 

First he read about direct mail 
and then put his reading into 
practice—on his own admission 
without using commonsense. Of 
course he fa'led! 

Then he swung to the opposite 
extreme and “threw his books 
away” (that is, by implication, 
disregarded what he had learned) 
and listened to the dictates of 
his own conimonsense. 

He failed again, but in com- 
mon justice this was his failure 
and his alone. 

A clever man able to manipu- 
late his ideas as deftly as 
Account Executive does in his 
article would have wed_ book- 
learning to commonsense. 

Surely such a failure could 
not exist and be in an agency? 

And after so roundly condemn- 
ing direct mail how can “Agency 
Account Executive” honestly state 
that there is a future for anyone 
in direct mail whatever they do? 

though obviously there is—or 
thousands of successful firms 
would not invest thousands of 
pounds in it each year. 

R. A. BrockHurstT. 
190, Castellain Mansions, 
London, W.9. 


To The Editor... — 


Cross contravened 


ad. regulations 


Sir,—We so often hear of the 
difficulties of the poster people 
and of their battles with inflexi- 
ble local authorities, but in face 
of the latest efforts of the stiff- 
necked bureaucrat the poster 
industry might just as well give 
up the ghost. 

A convent in Bushey Heath, 
Herts, wanted to erect a tubular 
steel cross on its tower. They 
applied to the Hertfordshire 
County Council for permission 
only to be refused. It was refused 
on the grounds that it contra- 
vened the control of advertise- 
ments regulations! 

The County Council con- 
sidered that the erection of the 
cross would advertise the convent 
a3 a religious institution. As 
religious architecture is also 
somewhat distinctive, are we next 
to find that the building of 
churches and such like will also 
be forbidden? 

cL. Morrisu. 


J.M 
76, Guildford Road, 
Horsham. 


The salaries paid 
in advertising 


Sir,—In your issue of October 
29 you reviewed The Advertising 
Profession—a newcomer to the 
“Choice of Careers” series. 

I have seldom read anything 
more depressingly out of register 
with the facts than the nonsense 
which you quoted from this pub- 
lication on the subject of advertis- 
ing remuneration. 

It is not merely an honest piece 
of understatement, it is mislead- 


THIS WEEK 
The types we use, page 348. 
NEXT WEEK 
Survey of the Sunday Press. 


ing piffle to say—as you report 
this booklet says—that “copy- 
writers and other _ specialist 
workers usually receive about 
£600 to £700 a year.” 

Was this booklet prepared be- 
fore the war and never textually 
revised? Because that is just 


what the figures stated suggest. 
I can quote copywriters who 
were earning considerably more 
in their twenties before 1939. 

It would be foolish to deny 


that there may be mature copy- 
writers living on such earnings 
to-day. One can only guess at 
the acuteness of their problems 

and sympathise with the in- 
justice of their lot. 

But to put forward such figures 
as the standard of remuneration 
in a modern profession does 
grave discredit to the profession 
in general and, in particular, to 
the many reasonable and fair- 
minded agency employers who 
know that their agency standards 
would hardly be what they are 
if they sought to reward specialist 
skill in such terms as are dis- 
cussed by the Ministry of Labour 
and the C.O.I1. 

Above all, this booklet is a 
— source of danger to the 
uture of advertising, which is 
obviously dependent on the best 
of the new material coming out 
of schools and universities. 

Few of us can be making a 
fortune out of copywriting. 
Most of us find it takes a struggle 
to live up to a reasonable stan- 
dard on the incomes we do 
average. If the level were what 
the Ministry men report it is, how 
many of us would think the 
strain of our highly-specialised 
jobs worth the candle? 

JOHN Harris. 
5, Eastway, Epsom, 
Surrey. 


Good posters—with 
help of printers 


Sir,—-I was surprised to read 
in a_ review of the booklet 
Making a Poster, issued by Shel- 
dons Ltd., that in their opinion a 
printer of posters is not compe- 
tent to create poster design, and 
probably “patches up an old 
design which someone has re- 
jected.” 

It is true that “much money is 
spent on making and showing 
bad posters.” It is equally true 
that much money is spent by 
advertisers and their agents on 
making good posters, by working 
in close co-operation with the 
printer. 

VicToR FARRANT. 
Managing Director, 
J. Weiner Ltd. 


Art, at all costs! 


Sir,—Oh! for the good old 
days, when an advertising man 
had to be a chap with ideas of 
his own, when the principle be- 
hind advertising was to stimulate 
business, and not build up pres- 
tige alone. Barnum and Bailey, 
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. the special Art 
Supplement featuring 
this trend in design 
which appears in the 
Dec. 4th issue of 


Furnishing 


World 


RING CHANCERY 8844 for space 
180 FLEET ST., LONDON, E.C.4 


publicity hounds, advertising 
wallahs, all doing a robust job, 
and not a blue-blooded “practi- 
tioner” among them! 

To-day, it’s art at any cost. 
The drawing board and the 
camera are the backbone of 
every advertisement. They have 
developed a formula, these droop- 
ing “practitioners,” and you can 
see it in all the work turned out 
to-day. 

Advertising, like journalism, is 
a medium of expression. It has 
something to say, to put over, 
and it doesn’t have to have a 
University education to do it. 

As a small, but I hope, up-and- 
coming advertising man, I have 
to use freelances a great deal. 
Their work would make the 
agency man look small time. 
Their delivery, production and 
work are usually first rate. 
Direct, selling copy is the trade 
mark of the individualist. More 
power to his elbow. 

PauL F. BuRRIDGE. 


Sir,—Discussion in your 
columns of advertising colleges 
has obviously opened a field of 
much pleasing conjecture. But 
I understand there was a man 
called Haslam Mills who never 
had the privilege in those un- 
enlightened days of attending 
one. 

JAMES HARDING. 
Cricklewood, London, N.W.2. 

[We are to publish a Haslam 
Mills Anthology on December 
17—-see page 337.—Editor.] 

No diploma ? 

Sir,—I notice that the Advert- 
ising Association in its advertise- 
ment for an information officer 
is seeking “a man with an urge.” 
Is there any significance in the 
fact that there is no mention that 
applicants’ qualifications should 
include that of the diploma? 


PeTer JOHNS. 
Plymouth. 


Trade Advertising makes sure that your Public Advertising 


does not pull for competitors . . . 


Apply: Advertisement Manager, 47 Hertford St. London, W.! 


Hyd. 7557/8 


CORBETRY & 
UNDERWEAR 
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THIS WEEK'S issvE oF WOlAaIS OM 1s. 


oY 


‘THE GREATEST EVER—NO LESS THAN 
68 PAGES! 

"Magnificent value for readers and magaificest valine for advertisers at only 13/24 8 
: page a thousand monotone and 19/94. for full colour! No wonder so many shrewd 
_ advertisers are booking far ahead into 1954, To avoid ii Pa or 


"specific dates next year you should make your reservations NCW! 


HOMANS. OW 


2123,643 


AUDITED NET SALE 


a: 
ZS 


_ Stuart Mander, Advertisement Director, George Newnes Limited, 
_ Tewer House, Southampton Street, Strand, Lendon, W.C.2 
‘Temple Bar 4363 (40 lines) 
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ADVERTISER'S WEEKLY 


What the 


tycoons 


YCOONS are as receptive in repose as in action; they are 
| pose kind enough to say that they find The Economist 
as valuable to them in private life as it is upon their office 
desks. This trio of reposeful Tycoons is enjoying in The 
Economist the best of both worlds — in the editorial pages 
a brilliant and informed commentary on world affairs, in 
the advertisement sections a presentation of capital and 
consumer goods which are the best of their kind. 

That is why Jaguar, and Russell and Bromley, Blackwood 
Hodge (distributors of Euclid Equipment), and Imperial 
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% 
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favourite 


paper 


Smelting, each in their own way find the advertisement pages 
of The Economist a rewarding investment. 


Advertising agents: Blackwood Hodge — Stephens Advertising 
Service, Ltd.; Jaguar Cars — Nelson Advertising Service Ltd.; 
Russell and Bromley — Leggett Nicholson & Partners, Ltd.; 
Imperial Smelting Corporation Ltd. — Downtons, Ltd. 


The Economist 


22 RYDER STREET LONDON SWI! WHITEHALL r1s11 
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Vol. 162 


Where friendship and 

homeliness sell goods 

to thousands of 
housewives. 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 
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Where friendship and 
homeliness sell goods 
to thousands of 
housewives. 


FREE 
RETURNS? 


“Advertiser's Weekly” 
understands that the News- 
paper Proprietors’ Associa- 
tion has 


agreed—unani- 
mously—to admit “The 
Recorder” to membership 


when its launching scheme is 
completed about the middle 
of next month. 

Peter Deverall, general man- 
ager of The Recorder, states 
that the sale or return arrange- 


ment with the Newsagents’ 
Federation is to be reviewed 
shortly. 

By the time The Recorder's 


membership of the N.P.A. be- 


comes effective its temporary 
“free” classifieds scheme will 
have finished. 

The new daily newspaper, 
which aimed at = an_ initial 
circulation of 100,000, reports 


The Government’s White Paper 
on Competitive TV is to be 
published to-morrow (Friday). 


that its sales now exceed that 
figure, and are still rising 
The newspaper adds: 
“Advertising revenue is rising. 
too, but more slowly It is, 
nevertheless, as high as we could 
hope, and with the news that our 


+ PRdua ad 
eagle 


An annual award for the 
best interpretation of — the 
R.A.F. to the public is to be 
made by the Air Public 
Relations Association. 

It will be named after the 
late C. P. Robertson, former 
deputy director of — public 
relations at the Air Ministry 
and material submitted may 
be drawn from all forms of 
publicity, press and broad- 
casting work. 

This was announced by 
Air Commodore Lord Wil- 
loughby de Broke. 

It is planned that the trophy 
shall be an eagle. 


‘THE TREMENDOUS TRUTH...’ 


‘RECORDER’ TO END 


‘SMALLS’ AND 


Media named on 
display outer 


When they introduced to the 
trade their new twin pack for 
Durofix and Plastic Wood, the 
Rawiplug Co., Ltd, took the un- 
usual step of featuring on the 
display outer the four magazines 
in which these products are be- 
ing advertised 


scottish industrialists, advertisers, agents and publishers, at a 
luncheon given by the Advertising Association in Glasgow heard 
J. B. Nicholas call for a larger, bolder conception of advertising. 


Mr. Nicholas said: 


“Advertising—the science of marketing and selling permeates the 


whole national effort in this modern age. 


Therefore the stronger the 


Advertising Association is in finance and membership the more it 
can do to galvanise and improve the selling of Britain's products at 


home and abroad. 


That surely gives it a great claim upon the 


consideration of every progressive business man. 
“Everything that is done to strengthen advertising is done for 


industry as a whole. 


That is the tremendous truth which many 


@ Continued in Stop Press on back cover 


sales target is achieved and 
settled, advertisers will now show 
their confidence.” 


Boost for the 
‘never never’ 


A campaign to encourage 
traders to use hire purchase facil- 
ities is being launched by the 
Hire Purchase Trade Association 

Initially the campaign is aimed 
at the furnishing trade. 

Half-page advertisements will 
appear in the furnishing trade 
press. 

Supporting the press advertis- 
ing is a direct mail campaign 
to 5,000 furnishing stores. 


Emmett’s call 
meeting of 
creditors 


Notice is given 
section 293 of the Companies 
Act 1948) that a meeting of 
creditors of W. H. Emmett and 
Co., Lid... W. H. Emmett (Over- 
seas) Lid. and W. H. Emmett 
(Scotland) Ltd, will be held at 
the Memorial Hall, 1S Farring- 
don Street, E.C.4, on Thursday, 
November 19, at noon, for the 
purpose, if thought fit, of 
nominating a liquidator and 
appointing a committee ol 
inspection. 

At present Lovell & Rupert 
Curtis Ltd. are servicing most of 
the Emmett accounts 

Ihe exceptions include the ex 
port advertising of the Cellular 
Clothing Co., Ltd, makers of 
Aertex & Vantella, which will 
be handled by their home 
agents, Osborne-Peacock Co, 
itd; E. C. De Witt & Co., 
Lid, who have appointed 
Dudley turner & Vincent (Over 
seas) Ltd., and the overseas ad 
vertising of Power-Samas <Ac- 
counting Machines (Sales) Ltd 
which is also being taken over 
by their home agent, W. S 
Crawford Ltd. 


(pursuant to 


Who should pay ? 


That the advertising agent 
should be remunerated by the 
advertiser and not by means of 
commussions from media owners 
and suppliers is the subject for 
debate at Monday's meeting of 
the London Publicity Club 
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‘Newsprint control hits freedom to market 


more branded goods’ 


‘WITHOUT ADVERTISING PRICES WILL 
REMAIN HIGH, SAYS ‘EXPRESS’ 


Hew advertising cuts costs was emphasised in a leading 
article in the “Daily Express.” which attacked the 
“intolerable state of affairs” by which newsprint remains 


strictly rationed. 
Commenting on 

the leader stated 
“Do not suppose that it harms 


this control 


the newspapers alone. Indeed, 
many newspapers, with adver 
tisers queucing for space, are 


better off than 
without controls. 

“But tremendous damage 1s 
done to trade and industry. The 
shortage of newsprint means a 
lack of advertising space. That 
in turn stifles enterprise 


they would be 


“In the new era of freedom 
from rationing, Britain. looks 
forward to the return of many 
branded products, and a_resur- 


gence of lusty, free enterprise 
campaigning to cut the cost of 
living 

“But how can these campaigns 
succeed when there is no space 
to advertise them? The Daily 
hkupress and other leading news- 
papers have no advertising space 
to sell for months ahead. 


“And one result is to keep 
prices high. For without ade- 
quate advertising mass _ sales, 


making possible the cheap pro- 
duction of goods both for Britain 
and export, cannot be achieved 

“It is a dangerous and un 
healthy situation 

“Is there any need for this 
restriction on enterprise and com 
petition to be retained? None 
at all 

“A year ago the Government 
cut imports of newsprint from 
Scandinavia by half. In Britain’s 
newly improved financial situa- 
tron these cuts should be restored. 
Nor 1s there any doubt that 
Britain could now afford more 
dollar newsprint from Canada 

“The time has come to take 
the chains off the newspapers 
Freedom from controls will not 
be complete until real freedom 
is once more restored to trade 
and industry to market their 
products ; 


BAN EASED ON 
CIRCULARISING 


Sales promotion of news- 
papers by letters and leaficts 
is now permitted by the News- 
print Rationing Committee. 

This revision of the rules of 
the Committee has been made 
possible by recent relaxations 
in the rationing scheme. 
Papers may now “circularise 
the public by means of letters 
or leaflets, provided the total 
superficial area of each letter 
or leaflet does not exceed 
400 sq. in., and provided such 
letters or leaflets are not dis- 
tributed in such a way as 
to constitute personal can- 
vassing.” 

The other important change 
is that rules relating to new 
newspapers have been deleted 
as they may now be published 
without the restrictions pre- 
viously imposed by statutory 
regulations. 

In a letter to newsprint 
users, F. P. Bishop, LP., 
chairman of the Committee, 
emphasises that the supply 
position is still difficult and 
strict economy in consumption 
should be maintained. 


Manchester agency's 


London office 


Portland Advertising Service 
Ltd., Manchester, have opened 
an office in London at Abbey 
House, Victoria Street, S.W.1, to 
deal with the agency's technical 
accounts, L. Bruce Archer is 
in charge. 

In addition Advertising Asso- 
ciates of Philadelphia, are to 
handle all problems of advertising 
in the dollar market for Portland 
Advertising 


More currency for paper imports 


About £3 million more cur- 
rency has been allotted to paper 


and board importers in the 
first six months of = 1954, 
compared with the — current 


six months. This will be of 
some help in the tight supply 
situation now developing, par- 
ticularly as £2 million of the 
additional allocation can be used 
by importers to purchase any 
type of paper or board, other 
than newsprint or kraft or test 
liner board. 

On the other hand, there is a 


reduction of about £500,000 in 
the currency allocated for wood 
pulp purchases in the first six 
months of 1954, the figure being 
£28,173,000 cif. This cut has 
been announced at a time when 
prices are tending to harden, but 
as importers can use their quotas 
without restriction for the pur- 
chase of pulp from any source, 
including North America, an 
effective check is placed on any 
temptation by North European 
countries to exploit a more 
favourable situation. 


Principals at the 25th anniversary luncheon of the “Scottish Daily Express” 


included bk. J. Robertson, 1 


Blackburn, A 


Christiansen, J. Anderson, 


J. Harvey, A. H. Bruce and A. C. Trotter. 


‘Scottish Daily Express’ is now in 
‘midsummer of achievement’ 


Any lettering or 
reproduced on the 
Claudgen P-Type box sign 


emblem can be 
panels of the 


‘ 
New Claudgen 
. 
box sign 

A new type of box sign has 
been produced by  Claude- 
General Neon Lights Ltd 
Known as the Claudgen P-Type, 
the sign is a double-sided box 
with the panels moulded from 
one piece of Perspex. This en- 
sures full illumination from the 
grid of Cleora sign-white tubing 
mounted inside. As any lettering 
or emblem can be reproduced on 
the panels, the sign can be used 
both for identifying premises and 
for advertising products or 
brand names 

The sign-writing is done on 
the inside of the panels in 
acrylic-based paint which is avail- 
able in a wide range of colours. 
It is claimed that there is no 
atmospheric deterioration of the 
legend or of the electrical equip- 
ment, all housed in the sign. 


New products 


The Autotype Co., Ltd., Lon- 
don, will introduce two new 
products at the Screen Printing 
Exhibition to be held at S.T_A.R 
Centre, Park Lane, November 17- 
20 They are a “Flash-Dry” 
screen filler and a photo stencil 
waterproofing solution. 


‘by a 


gow, on 


The Scottish Daily Express is 
25 years old 

It marked this Silver Jubilee 
luncheon in Glasgow on 
Saturday attended by more than 
100 men who joined it in its first 
year of publication, and by an 
announcement that its audited 
October sales— 605,271 sales a 
day—were “far in excess of any 
competitor.” 

At the luncheon E. J. Robert- 
son, chairman of London Express 
Newspaper Ltd., said: “We came 
to Scotland expecting a number 
of shaky years. But, soon after 
our opening, the world slump 
brought difficult conditions. Some 
of us thought we had been over- 
ambitious. Even then, to launch 
a northern edition of a newspaper 
cost three or four thousand 
pounds a week 

“It was 1933 before we were 
able to say we were on firmer 
ground. Our sale now of more 
than 600,000 copies a day is a 
wonderful achievement 


Beaverbrook not greedy 


“We have created a lot of 
employment—and I don’t think 
we have done any lasting hurt 
to anyone. We never go out for 
great profits. That is the advan- 
tage of Lord Beaverbrook. He 
is not greedy. As long as the 
paper is something of which we 
can be proud, he is happy. 

“And this is only the mid 
summer of our achievement. We 
are still on the way. I see no 
reason to believe the best is not 
yet to come.” 

Ellis D. Lloyd, advertising 
agent, replying on behalf of the 
guests, said he looked forward 
to the day when the popular 
newspapers in Scotland will be 
able to devote four, six or eight 
pages to Scottish news and 
advertising. 

Saturday's issue of the paper 
gave, beneath a message from 
Lord Beaverbrook, an account ol 
the early struggles of the paper, 
started in a converted tobacco 
factory in Albion Street, Glas 
November 8, 1908. 
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November 12, 1953 


Centenary of 
the ‘Ilkeston 
Pioneer’ 


Last Friday the ZJ/lkeston 
Pioneer reached its centenary, 
which it marked with the publica- 
tion of a separate 56-page supple- 
ment containing a goodwill mess- 
age from the Queen 

Industries predominated in the 
advertisements, among concerns 
that took whole pages being Rolls- 
Royce, Celanese and the East 
Midiands Electricity Board. 

Ihe issue of the Pioncer itself 
included a number of old ad- 
vertisements, one of which men- 
tioning leprosy among the ai!- 
ments supposed to be curable by 
the waters of Ilkeston Baths! 

As produced by John Womb 
well in 1843, the Pioncer was an 
&-page paper containing a variety 
of local and general news and 
selling for 2d. Wombwell main- 
tained this service for 35 years 

Part proprietor as well as 
editor of the Pioneer, which was 
acauired by the Nottingham 
Giuardian a year ago, is Lewis 
Richmond. He was editor of the 
Nottingham Journal Trade 
Review, 1925-39, and general 
editor of the Journal, 1936-45. 
The Guardian and Journal have 
now combined into the Guardian- 
Journal 


1DS. ON BREAD 
a a] uJ 
WRAPPERS 
Many bakers are only con- 
sidering the price factor of 
bread-wrapping and are, conse- 
quently, missing an_ excellent 
opportunity of advertising their 
products almost on a “no-cost” 
basis, A. H. Thomas, of Robin- 
son Wax Paper Co., Ltd, told 
Manchester area of the Institute 
of British Bakers 


Mr. Thomas said he was rather 
sorry to see that flamboyant 
“eve-catcher™ wrappers were 


becoming popular, as this was 
another instance where we had 
taken a hint from America 
without, for a change, taking the 
lead. The bread-wrapper was an 
excellent advertising medium, he 
added, particularly if the end- 
sealed label was printed appro- 
priately 


Selling hats to 


men who matter 


Although the efforts to make 
the man in the street hat con 
scious have been a success very 
little has been done to sell hats 
to “the man who matiers more 
than others—the retailer,” com- 
plains a leading article in Men's 
W ear. 

The writer declares: “Several 
manufacturers are known to be 
opposed to further big expendi- 
ture on hat publicity which does 
not include measures to help 
existing retail stockists. and to 
convince other retailers that the 
headwear trade, knowledgeably 


handled, is a profitable business.” 


Erwin Wasey appoint 


Graebner to 
Burnside’s job 


The new managing director of Erwin 
Wasey & Co., Ltd., England, is Walter 
A. Graebner of the Time-Life organisa- 
He succeeds George Burnside 
who left Erwin Wasey last June and is 
now a vice-president, London, of the 


tion. 


Biow Co. Inc. 
Established in 
October 1919 Erwin Wasey & 
Company have become one of 
the largest advertising agencies 
on this side of the Atlantic 
Among their British chents are 
Thomas Hedley & Company; 
Litthewood’s; Goodyear Tyre & 
Rubber Co.; Hoover; Kayser- 
Bondor; Philips; Mullard: 
Quaker Oats; Symington’s; 
Regent Oil; Taylor Walker; and 
many other important national 
advertisers 
Erwin Wasey maintain com 
plete agency operations in New 
York, Chicago, Los Angeles, 
Minneapolis, and Oklahoma City 
in the United States. They have 
ofliges also in Montreal, Toronto, 
Stockholm and Rio de Janeiro 
and associate companies through- 


England in 


Carleton 


Russell Ltd., in co-opera 
tion with D. A, Dicks, sales mana 
ger, Ww holesale department, and A 
Miunting, display manager, designed 
this revolving self-service dispenser 
for Kardomah Ltd The frame is 
in white stove-enamel wire, with a 
Duramold canopy and base coloured 
in cherry red and white 


Heavy demand for 


14 dinner lickets 


Demand for tickets for the 
annual dinner and dance of the 
Advertising Association on Wed- 
nesday, November 25, at the 
Dorchester, has been very heavy 
and those requiring seats are 
advised to apply without delay. 

Ihe guest of honour will be 
Lord Brabazon of Tara. 


out the principal countries of the 
world 

Mr. Graebner 
ime-Life-Fortune 
with which he 


is leaving the 

organisation 
has been associ 
ated in London for the past 16 
years. He started his publishing 
career in 1931 as a reporter for 
Time in Chicago. He was sent 
to London in 1937 as the maga- 
vine’s” first) correspondent in 
Europe. For the past eight years, 
Mr. Graebner has represented his 
firm’s management in Great 
Britain and Europe. He helped 
negotiate the contract for pub- 
lishing Sir Winston Churchill's 
memoirs in Life; worked out the 
arrangement which enabled Time 
Life to construct its new building 
in London,and his principal post- 
war activity has been the develop- 
ment of an advertising sales force 
to function in Great Britain and 
throughout Europe 

Mr. Graebner assumes his new 
responsibilities on December | 
according to Howard D 
Williams, president of Erwin 


Wasey, who is now in London 

Mr. Graebner has appointed 
FE. W. Barnes and Roland Shott, 
both of whom are directors of 
Erwin Wasey, to serve on a 
newly created management 
executive committee 


ADVERTISER'S WEEKLY 


Ah, Bisto! 


A patron at the’ Regal 
Cinema, Stowmarket, saw the 
advertisements come onthe 
screen one advertising a 
well-known brand of gravy. 

It reminded her she 
rushed out of the cinema 
was hack again in afew 
minutes 

She had remembered that 
she had lett something cook- 
ing on the gas stove! 


This news item was pub- 
lished in the “Bury Free 
Press’ and reproduced in the 


“Sunday Pictorial 

The well-known — gravy 
pow der was Bisto to 
Baucutt, advertising manager 


of the makers, Cerehos Ltd. 
comments: “If advertising can 
do the job of reminding us 
to keep an eye on the dinner, 
who knows what the future 
will hold? We may soon he 
able to cook a meal with an 
eivht-inch double. 


HASLAM MILLS 
ANTHOLOGY 


What will the 
client say? 


A reader writes: 


“Congratulations on your 
decision to publish a Haslam 
Mills Anthology. We often 
hear about the work of the 
great copywriter, but rarely 
uzet the opportunity to study 
it. Creative men will have 
only one worry—that clients 
will ask ‘Why can’t we have 
something like this?’ 

The Haslam Mills Antho- 
logy, to be published with the 
“Advertiser's Weekly” annual 
Christmas Number on Decem- 
ber 17, will be separately 
bound and detachable. Ut will 
assuredly go on to the refer- 
ence book shelves of every 
agency and advertising depart- 
ment. 

Ihe Christmas number will 
also include all the usual sea- 
sonal fun, and critical reviews 
of calendars and Christmas 
packs. 


J 

Front page news 

after 98 years 

After 98 years the Blackburn 
Times has changed to news on 
its front page. 

Other changes include a_ full 
entertainments page which will 
carry all the cinema advertising 
as well as a radio and television 
section, gramophone record 
column, and other entertainment 
news. It is also intended to in 
crease the amount of reading 
matter on the women’s page, as 
well as a “Teenagers’ Column” 
and a children’s strep cartoon 

A front-page announcement 
on Friday, the day of the change, 
said that it was made to help 
readers to a quicker appraisal of 
the main news, but uw did not 
mean that the paper was depart 
ing from a policy of comprehen 
sive and balanced coverage of 
local events 


’ an 
Competition plan 
° 
for weeklies 
A proposal that weekly news 
papers should organise co-operative 
competitions, which was originally 
put forward by Joseph Pendlebury 
editor and director of the Bolton 
Standard, was considered at a meet 
ing in London last Friday of a 
number of directors and executives 
representing weekly newspapers in 
various parts of the country 
sub-committee was formed 
comprising R. Richards (Weekly 
Post Newspapers, Uxbridge), M 
Vallman (United Metropolitan Press 


Ltd.), M. Whittaker (Scarborough 
Mercury), and J. Pendlebury 
Ihe sub-committee will draw up 


proposals along with suggested com 


petitions, for submission to news 
papers 
It is expected that newspapers 


joining the scheme will be asked to 
contribute 10s. per 1,000 circulation 
per competition, and that compet 
tions will be on a monthly basis 
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ADVERTISER'S WEEKLY 


Agency chief answers MP 
critic of advertising 


Fenner Brockway, M.P.—“advertising should convey infor- 
mation, and if it stuck to that job I would have little quarrel 
with it”—received an “on the spot” answer from A. Everett Jones, 
of Everetts Advertising Ltd., when they shared the platform at 


a Slough meeting of Berks and Bucks Publicity Cluk. 


Mr. trockway admitted that he 
always felt a certain amount of 
pride when, in his foreign travels, 
he came across displays and adver- 
tising for goods that had been made 
in his constituency. But when ad- 
vertising became competitive rather 
than imformative, as in the case of 
the soap war, he considered it was 
wasteful and detrimental. And there 
might come a time when, just as 
group interests within the nation 
could be anti-social in their private 
wars, SO national interests, conflict 
ing in a world market, would be 
harmful 

Mr. Brockway thought television 
would be one of the determining 
factors in the next decade-—more 
important than the press, education 
or the church. The real issue in the 
commercual TV controversy was: 
profit motive versus service to the 
community. Profitable “‘mass view 
ing’ would inevitably mean playing 
down to mass mentality. 


Culture and beauty 


‘Does anybody sincerely believe, 
he asked, “that the motive behind 
commercial TV. will be culture and 
beauty 

Iwo of the most vital things in 
life religion and politics--would be 
formdden a hearing. 

From the practical point of view, 

said Mr. Brockway, freedom did 
not enter into it. Television time 
would be so expensive that the ten 
dency would be towards monopolies 
Only the large advertisers would be 
able to take advantage of it. 
Mr. Lverett Jones, replying, said 
that Slough itself was an outstand- 
ing Monument to the power of ad 
vertising. Thousands of out-of-work 
Welsh miners had been transferred 
to Slough in the “hungry thirties” 
to establish fight industries, and tt 
was only advertising that had made 
those industries thrive. Mass pro- 
duction needed advertising for mass 
selling—-it shortened the “pipeline” 
and reduced distribution — costs. 
Advertising had controlled itself so 
well from within in recent years that 
the standard to-day was often higher 
than the editorial standard of the 
papers that carned it. 


Social students 


“We are,” he claimed, “students 
of social problems and behaviour 
and, as such, of service to the 
community 

It was not the advertisers, he 
said, who had clarnoured for com- 
mercial TV, but as soon as the 
tome was broached, they had sub- 
mitted a code of standards for it 
to the Postmaster General. In any 
case, So long as newspapers = re- 
mained their present size, the facil 
ties for advertising were madequate 
Commercial TV would tind its own 
feet on the cost basis. The issue of 
religion and politics was not the 
advertiser's but the public's 

Mr. Everett Jones concluded by 
instancing queues of Russian women 
waiting for the State manicurist, and 
the need for special supplies of 
cosmetics for female factory workers 
during the war. The necessary 
things in life, he pointed out, are 
not always what the planners would 
like them to be. 


Club News. 


Bournemouth 


Interdependence of 
. . 

advertising and PR 

Advertising, and public relations 
men should z able to exist together 
with a feeling, not of rivalry, but of 
interdependence, like solicitors and 
barristers, according to R. C. Lieb- 
man, public relations consultant. 

In a talk to the Publicity Club 
ot Bournemouth he hazarded the 
opinion that hostility to public rela- 
tions was largely due to the fact 
that it was the Government that 
first recognised the importance of 
public relations in modern publicity. 
The free-lance journalist was quicker 
than the advertising man in adjust- 
ine himself to the changed post-war 
world. Many such free-lances found 
a niche as P.R.O.ws in industry, 
commerce, the theatre, film exhibi- 
tions, Sport, and transport services, 


Oxford 


Direct mail and 


new customers 


A total of 3,300 million letters 
bearing I4d. stamps were posted 
annually, all of which received the 
undivided attention of the recipient 
for at least a short time, J. . Ww. 
Cassels told the Advertising Club 
of Oxford. 

This was the basis of a talk in 
which he outlined some of the 
principles of direct mail advertising 

A gentle reminder was often a 
good idea to old customers, but 
attempts to attract new customers 
took longer—even years—-to bear 
fruit 
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The Lady Mayoress of Liverpool (Mrs. F. E. Vyvyan) enjoys a joke with 
Stan Laurel and Oliver Hardy at the annual dinner and dance of Liverpool 


and District Publicity Association. 
chairman of the Liverpool 


Also in the picture are W. John Merrick, 
Association, 


and W. H. Hamp Hamilton, 


chairman, Club Development Committee 


Leslie Miller, hon. secretary of the 


Publicity Club of Bournemouth, 
shaking hands with L. Gulland, 
of Southampton Docks publicity 
department, when over 40 members 
of the club, with their guests, visited 
Southampton. On the left is the 
club's chairman, F. E. Courtney. 


Portsmouth 


Editorial flashback 


The general manager and director 
of a local printing firm, Hewitt, 
gave a lively talk on his 25 years’ 
experience as journalist and editor. 


friday, November 13 

bien Pousticrry Cin gala. 
New York Hotel, 

Posticrry CLUB OF SHEFFIELD 
luncheon meeting, D. Buckland- 
Smith on “Press, publicity and 
showmanship in world entertain 
ment.”’ 2.45 pom 

INSTITUTE OF PUBLIC RELATIONS 
Visit to Madame Tussauds. 6,30 
Mm 

PUBLICITY Cup OF PLTER- 
BOROUGH T. Harrison on “An 
advertising man travels abroad.” 

Posuciry Cite oF GLAasGow 
luncheon, Alistair Dunnett on 
“The Council of Europe." 

Monday, November 16 

O_o Ben Festivat dinner, Con- 
naught Rooms. 6.30 p.m. 

Pusuicrry Citp OF SHEFFIELD 
Beatrice Warde on “Saying it in 
type." Grand Hotel. 7.30 p.m. 
Pusuiciry CLUB OF ABEKDEEN 
luncheon, Caledonian Hotel 
12.50 p.m. 

Pusurerry Cin or Leeps (pub- 
lic speaking section), a 
Andrews on “How | prepare my 
public speeches."" Peel Restaurant. 

Tuesday, November 17 
BikMINGHAM) PUBLICITY ASSOCTIA- 


ADVERTISING DIARY 


TION luncheon meeting, C. E. 
Garland on “Publicity and the 
offender."". Imperial Hotel, 12.30 


p.m. 

REGENT ADVERTISING CLus. 
E. J. Emblieton on “Buying art 
work 6.40 p.m 


East ANGUIAN PUaticiry CLip 
D. A. Bain on “The preparation 


of an advertising campaign Great 
White Horse Hotel. Ipswich 7.30 
p.m 


Wednesday, November 18 
Barish Dikecr Mau ApDvVER- 
TISING ASSOCIATION annual dinner 
Hyde Park Hotel 
ADVERTISING CLUB OF OxroRD 
A. Ww J Lindsell-Stewart on 
“Advertising at the point of sale.” 
City Restaurant 6.30 p.m 
Pupuicirty CLtB Or LONDON 
Visit to Thomas De La Rue & Co., 
Lid 
Thursday, November 19 
PUBLICITY Cis or Leeps 
luncheon Ronald Simms on 
Competitive Television,” 
Friday, November 20 
DisPLay PRODUCERS AND SCREEN 
PRINTEKS ASSOCIATION ladies’ night. 
Café Royal 


Aberdeen 


Vigilance, PR and 


photography 


Miss Shirley Gill, who was Aber 
deen’s /Jime-Life delegate to Harro 
gate, addressed the club on the sub- 
yect of the conference and gave her 
impressions of it. Miss Gill's talk 
stimulated vigorous discussion 
especially on the subjects of  vigi- 
lance and public relations 

he meeting was also addressed 
by club member A. J. B. Strachan 
on commercial photography Mr 
Strachan displayed and explained 
many examples of the use of photo 
graphs in advertising 


Birmingham 


Highfield trophy 


presented 
A large gathering of members 


and friends met at the Imperial 
Hotel for an informal get-together 
before the first meeting of Birming- 
ham Publicity Association. Three 
members who attended the Harro- 
gate Conference’ reported _ their 
Impressions. 

he Highfield Trophy was pre- 
sen_ed to J. M. Bannister of S. D. 
loon & Heath Ltd., who was the 
student with the best all-round per- 
formance in the last Advertising 
Association examinations 


Manchester 


a] 
Everest story 

A full account of the conquest of 
Everest, illustrated with lantern 
slides, was given to members of 
Manchester Publicity Association at 
their luncheon meeting in the Café 
Royal, Manchester, by G. C. Band, 
youngest member of the 1953 
Everest team. 

Aged 24, Mr. Band, who comes 
from Wirral, Cheshire, is studying 
zeology at Cambridge University, ot 
whose Mountaineering Club he is a 
past-president 


Norwich 


Sales promotion 


The sales promotion budget must 
include expenditure on advertising 
m its vanious forms and all “losses” 
on service departments, Neville Gar- 
land told the Publicity Club of 
Norwich and Norfolk. No budget 
could be drawn up in detail with- 
out a proper sales promotion plan. 
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‘Woman’s Own’ 
68-page issue 


The issue of Woman's Own 
dated to-day (Thursday) has 68 
pages. 

This, says Stuart Mander, ad- 
veriisement director, George 
Newnes Ltd., is the largest num- 
ber of pages contained by any 
issue in the history of Woman's 
Own. 

This achievement comes to- 
wards the end of a successful 


year, Mr. 
Mander _re- 
calls. A 


record — sale 
was announ- 
ced for the 


first six 
months of 
the year—an 
audited net 
saie of 


2,123,643 co- 
pies weekly 
In the Hul- 
ton Survey 
Report for 
1953 Wo- 
headed the reader- 


Own 


man's 
ship figures for all women’s pub- 
lications with a total of 5,330,000 


women readers. 


Bookings of 
advertisement 


space have been 
equally satisfactory and the 
demand has been so_ high 
throughout the autumn that 
many advertisers have been dis- 
appointed in their requests for 
space. Already colour bookings 
for the first six months of 1954 
have broken all records. 

The 68-page issue contains the 
announcements of no fewer than 
82 advertisers, comprising in all 
284 advertisement pages, eight of 
which are in full colourgravure. 


‘Margarine fight 
will be intense’ 

A special publicity campaign 
is being planned by the C.W:S. 
to stimulate sales of Silver Seal, 
their pre-war branded margarine, 
which is to be marketed again 
next year. 

Told that every possible assist- 
ance will be given in the market- 
ing of the product, co-op grocery 
managers have been warned that 


the fight to secure sales of 
branded margarine will be in- 
tense 


TECHNICAL AND 
GENERAL MOVES 


On Monday Technical and 
General Advertising Agency Ltd. 
move from their present quarters 
in St. Martin’s Lane to new 
premises at 167 High Holborn, 


The move marks an important 
Stage in the growth of the company. 

Premises next to the Prince's 
Theatre have been completely re- 
constructed internally to the designs 
of Max 
their new 
better equipped to deal with the 
problems of existing clients and will 


have the space for new staff to 


handle additional accounts. 
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Layout of the advertisement offices in the ‘‘Chronicle and Echo” buildings, 
Northampton. 


Bigger building for Northampton 


‘Chronicle 


An important extension to the 
Chronicle and Echo offices, Nor- 
thampton, just completed, gives 
an added floor area of over 4,500 
square feet to the building. 

Behind the modern front office 
block (built in 1938-39) which 
occupies a commanding position 
on Northampton Market Square, 
a single-storey structure housed 
part of the linotype composing 
room and make-up department. 
This section has been demolished, 
and replaced by a three-storey 
wing built in the same modern 
style as the main building. It 
includes a deep basement 
planned as an addition to the 
rotary machine room. 


More and much-improved 
accommodation has been pro- 
vided for the composing, 


editorial, advertising and com- 
mercial departments. The com- 
posing room has been moved 
from the ground floor to the top 
floor. There it occupies a 
spacious room running along two 
sides of the frontage, with each 
linotype machine at right angles 


to a window, so getting the 
maximum direct light. Lamson 
tubes bring “copy” from the 


editorial department on the floor 
below, and a two-way speech 
system ensures continuous con- 
tact between sub-editors and the 
composing room overseer. 

A waiting and writing room 
for customers is another amenity 
made possible by the new exten- 
sion. Machine room and make- 
up department are linked by a 
service lift. Fluorescent lighting 
is standard throughout the new 
premises. 

Some interesting finds were 
made during the excavation of 
the foundations. These included 
a sixteenth century jug in good 


condition, a medieval cooking 
bowl and 25 century-old clay 
pipes. The excavator’s gang 


sterilised the pipes and soon put 
them to use with twentieth cen- 
tury shag! 

The Chronicle and Echo build- 
ing is the property of the Nor- 
thampton Mercury Company 
Ltd., publishers of the 233-year- 
old Mercury and Herald, the 
Northampton Independent (a 
weekly pictorial), in addition to 
the evening paper. 


and Echo’ 


Work at the new building has taken 

about 18 months to complete. The 

building is of steel frame construc- 

tion with pre-cast concrete beams 
for floors and ceilings. 
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Public ballot 


on posters 


Winning designs in the Inter- 
national Poster Exhibition now 
on show in Birmingham at the 
Birmingham College of Art and 
Crafts are being rejudged by 
students of the college, and the 
general public, in a ballot 

The ballot is intended to re 
veal whether the general public 
agree with the judges on what 
is a good poster. 


NEW USE FOR 
STRIP CARTOON 


What is believed to be the 
first use, in any British farming 
journal, of a strip technique to 
illustrate a technical subject, 
appears in the October issue of 
llitle’s Power Farmer. 

Showing how to overhaul a 
plough, the pictures, which are 
fully captioned, were drawn by 
Frank Beak, one of  Iliffe’s 
editorial artists, under the direc- 
tion of Max Millar. They are 
printed in two colours on a 
folded sheet that opens out into 
a double-spread. 


‘Metal showcards 


Dispro, Ltd., London, the indus- 
trial, commercial and scientific dis- 
play processing firm, have developed 
a metal showcard which uses their 
patent Metal-Glaze process It is 
claimed as suitable for window dis- 
plays, instruction charts, works 
notices, posters and a variety of ad- 
verlising purposes. 


Why TV sponsors like ‘bellowing’ 


for hard selling in America 


Trevor N. Treen, director, 
McCann - Erickson Advertising 
Ltd., has returned from a five 


weeks’ stay in the United States 
with some very definite ideas 
about television there. They in- 
clude the following: 

Some of their programmes are 
better than anything done by the 
B.B.C.; others are worse. 

The bulk of television adver- 
ising is done 
in conjunc- 
tion with 
press adver- 
tising He 
did not be- 
lieve that 
British press 
ad v ertising 
would — suf- 
fer in the 
slightest de- 
gree from 
the intro- 
duction of 
¢ ommercial 
television. 
“bellowing” technique 

American announcers 


The 
used by 
during commercials would prove 
irritating to British audiences and 
would consequently not be used 


here. It was part of the “hard 

sell” insisted upon by the spon- 

sors 
Mr. 


Treen was told that the 


“Blab-off —a device that enables 
the viewer to switch off the sound 
during commercials without 
moving from ais armchair—-was 
not selling well. On the other 
hand, it was not uncommon for 
people to get on with some chore 
during a commercial they did 
wish to hear 

Two things impressed Mr 
Treen about the advertising pro 
fession itself. One was that its 
prestige was much higher in the 
States than in Britain; if one 
were an advertising man one was 
“the tops.” The other was the 
flexibility and comparative in- 
formality of work in the agencies 
themselves, which was a great 
help to the creative mind 

Mr. Treen has had 27 years 
in advertising. Before the war he 
was on the advertising manage- 
ment side with Avery, Hercules, 
Wolseley Motors, and Chrysler, 
before transferring to the agency 
side as director of Gilbert Ad 
vertising, 1945-50 Then he 
joined McCann-Erickson as 
senior account executive on the 


Esso account He became a 
director and group account 
executive 18 months later. 


McCann-Frickson’s handling of 
the Standard Oil (Esso) account 
is almost world-wide 
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Gordon = Boggon, — vice-chairman, 
Mather & Crowther Lid., acts as a 
judge in the semi-finals of — the 
Jamaica Rum Cocktail Competition 
organised on behalf of Mather & 
Crowther's client, the Sugar Manu 
facturers’ Association (of Jamaica) 
Lid., in the Hungaria Restaurant 
Tower Regent Street Winning 
cocktail was “Light Bells,” devised 
by bartender kddie Clarke of the 
Albany Club 


ISMA elections 


Officers elected at the annual 
meeting of the Incorporated Sales 
Managers’ Association were: prési- 
dent, Lord Luke (Bovril Ltd); 
chairman, N. W. R. Mawle (British 
Typewriters Litd.);  vice-chairmen, 
Cyril Derry (Ambrose Wilson Ltd.), 

% C. Lee (Arthur Sanderson & 
Sons Ltd), G. La Niece (Dicto- 
graph ‘Telephones Ltd.); honorary 
treasurer, E, C. Lee (Arthur Sander 
son & Sons Ltd.); immediate past 
charman, F. A. J. Harrison (The 
Pyrene Company Ltd.) 

* * * 

Miss Betty Cormack has just 
joined Foote, Cone and Belding Ltd 
as a research executive. She was for 
several years assistant to the re 
search manager of Thomas Hedley 
& Co., Ltd John B. Parker 
has also recently joined the art 
department of oote, Cone and 
Belding Ltd. as a designer. He was 
formerly with Pulford Publicity Ltd. 

* - * 

Wheatley Straw has been 
appointed manager of the publicity 
hanson department of Newcastle 
upon-Tyne Co-operative Society 


Geofirey Dobson 


f eo * 


acd 


Robert Miller 


For film coverage you need 


Ne 


Berkertex ad. 
manager joins 
the board 


Geolirey Dobson, advertising 
manager, Berkertex Sales Litd., has 
been appointed to the board and 
will be in charge of sales as well 
as advertising and publicity After 
war service in India, Burma and 
Germany, he started his advertising 
career at Crawfords In 
1949 he joined Berkertex as adver 
tising manager, and has been res 
ponsible for many of their most 
successful advertising campaigns 
and large scale mannequin shows 
held in the provinces oy Graves 
Smith will continue to be Mr 
Dobson's deputy in all advertising 
and publicity matters 


* * * 

Stephen J. Wheler has joined 
Editorial Services Ltd. as an assist 
ant executive. He joined the 
British Aluminium Company in 
Scotland in 1926, and then went to 
High Duty Alloys Ltd. in Slough 
until the outbreak of war. Since 
1945 he has handled short-term 
research campaigns with Aims of 
Industry in London, and was co 
author of a booklet Can You Af 
ford It on Government expenditure 
atterly he was in charge of the 
west midlands area of Aims of 
Industry. 


Presentation to 
W. T. Chesher 


W. T. Chesher, manager of the 
St. Albans Billposting Company, re 
tires at the end of this month after 
SO years with the company On 
Monday he was presented with a 
clock by G. L. McLellan, director 
of Odhams Press, of which the St 
Albans — Billposting Co » @ 
subsidiary 

* * * 

Married on Saturday were Hugh 

Samson, Foote, Cone & Belding 


Ltd., P.R. Group account executive 
haudling the international campaign 
tor the Watchmakers of Switzer 
land, and Rosemary Wynne-Jones 
department of — the 


of the PLR. 


N.W. R. Mawk 


DANIEL F WARNOCK, DIRECTOR OF NATIONAL SALES, YOUNGER PUBLICITY SERVICE LTD, 


YOUNGE 


Hunting 
[hey first met at this year’s Insti- 


group ot companies 

tute of Public 

dinner in February 
* * * 

C. Alan Cook has now taken up 
his appointment as advertising 
manager, Stanley Works (Great 
Britain) Ltd., Rutland Road, Shef 
ficld, manufacturers in England of 
Stanley tools Starting his post 
war advertising career with the 
Sheffield Telegraph and Star News 
papers Ltd., he gained further ex- 
perience in an advertising agency in 
Norwich and in the publicity de 
partment of Temple Press Ltd. He 
returned to Sheffield to join 
Thos. W. Ward Ltd., where for the 
past three and a half years he has 
been assistant publicity manager 

* * 

Miss E. Caparn retires at the end 
of this week after more than ‘SO 
years’ association with The Muni- 
cipal Journal group of companies 
She became a director in 1947 

* * * 

Gordon Instone, advertisement 
manager ot I verywoman and 
author of the book Freedom The 
Spur, which deals with his three 
escapes from the Germans, ap- 
peared in the “In lown To-night"™ 
programme on the Home Service 
on Saturday 


Relations annual 


Harold J. Cotes, managing director, 
British Glues and Chemicals Ltd., 


receiving the “Farmer and = Stock- 
breeder” challenge trophy for the 
best stand at the Dairy Show from 
Sir Richard Haddon, senior warden 
of the Farmer's Company, at 
Olympia. It was the second year 
in’ succession the firm has won the 
trophy 


* * * 
Douglas A. Post, figure artist and 
illustrator, has joined the Art in 
Marketing organisation He was 
a with Pulford Publicity 
td. 


* * * 

Robert Miller, who has joined 
Sommerville and Milne Ltd., Glas 
gow, as general production manager, 
was previously with John Milles 
Ltd., printers, as assistant to the 
production manager 

* * * 

James Millet, late of Chamberlain 
Studios Ltd., has joined Wright Arts 
Ltd., as sales representative 
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Miss Polly Ward and her husband, 
Robert Freeman, af “Jhe Sleeping 
Prince’ premiere. 


Actress Polly Ward is making a 
new career for herself as a fashion 
advertising expert. She has just be- 
come director in charge of fashion 
at her husband's advertising agency, 
The Robert Freeman Co., Ltd. At 
the premiére of Terence Rattigan’s 
“The my soe Prince’ she wore a 
new Dior-length evening dress speci- 
ally flown from Paris for the 
occasion. It was made in bands of 
pure slipper satin in a subtle shade 
of off-white, and had a square neck 
incorporating the new covered 
shoulder line. 


Religious Press Group 
officers 


At the annual meeting of the 
Religious Weekly Press Group, in 
London, the following officers and 
committee were elected for the 
forthcoming year: S. C. Lucker, 
chairman (Sunday School Chron- 
icle); ', Kessler, treasurer 
(lewish Chronicle); Miss R. Essex 
(Church Times); R. V. Bentley (Bap- 
tist Times): B. Canter (The Friend); 
Dr. J.) Walsh (Catholic Times); 
Col. A. R. Wiggins (War Cry); Rev. 
A. W. Dowle (Church of England 
Newspaper) and C, O. Bradley (The 
Tablet. 


Edward Stanley 


Edward Stanley, a director of 
Cc. J. Lytle (Advertising) Ltd., died 
on Friday. Mr. Stanley was well- 
known and highly regarded not 
only in advertising circles but 
throughout’ the fashion trade 
Irained as a young man for the 
concert platform, he forsook music 
for the world of fashion and was 
associated with Paul Poiret in Paris 
for some time. In the first world 
war he served in the Royal Navy 
On demobilisation he joined = the 
House of Reville and as managing 
director of this famous house was 
responsible for dressing many West 
End musicals for C. B. Cochran 
and other impresanos. 

In 1939 on the outbreak of the 
last war Mr. Stanley severed his 
connection with Reville and joined 
C. J. Lytle Ltd. His commanding 
presence and genial good will made 
him an outstanding personality 


28 ALBEMARLE ST., LONDON, W.1!. HYD 6593 
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eee and one person out of every three 


reads the Sunday Pictorial 


every week 


Every week one family out of every three in 

Great Britain reads the Sunday Pictorial. 

For, with an average net sale of 5,262,856, 

the Sunday Pictorial goes into millions of 

homes all over the country. It is read 

by every adult member of the family on the 

best advertising day of the week—the day 

they have time to read advertisements at leisure, 

and sales messages sink in. Space in the 

Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 

thousand rate has increased much less than 


that of any other Sunday newspaper. 


ei 
/ ee 


aan tt 
Pe 


,ie 
¥ 
d 


ae 


7 
a 
2 
. 


ee 341 ee 
e : 

: ~ a 
| ca 
. . is 

' 2 4 & age 
. 
‘= q 7 
i ry : 
| “@ pth. f - 
a: _ ¥ 
| aie. : * 
& a iy 
ip Ke ' 
} hin gf , fem y ; 4 , 
‘ ae 4 y . , eae 
| Lod es Adem A | 
2 = ah ings, re a git 4). ern? ge + 
p Me f ie ae - 3 4) 4 é ia Ss. a cae ‘ Pl we te a 
me. | . 4 ii. ™ al tf pel Day eo “¢ se +e 7 ie 
ge yo RR ep phe ae 
. Sag! * MEMES 1 Say ate SZ ae Seg cel ad Es: , 
Se cme P Rhone oe at Se ees 
ore te AD, Sy ge ye ie ge. OR 
oo fern * #4 OST a ee: e Pa og Ys ’ ~ v.- ca sen f° 
PRY 4. Re Me ks Caney wake 2 Oe | 
. aS ia BS ) hee * Nags a t 2 
mo... ae ONS {Be ; a ee * =F si 
as i Ce eae, et ere oe yee 
; . to Poke Fe y e.) sete f- a : . 
ha) oan Ce itt ZB 
f a : } a) ) *. = 9 % ¥ , 
. , id - a : df e 
i 3 y= r te r or ii) ‘ 
od ee oe * ‘ int 
“f. & ’ . 4% 3 % ‘4 ee NG ‘Ri 
BIS) ONE 
‘ + ol * 


ADVERTISER'S WEEKLY 


342 


Direct mail replies good 
guide to press ad. copy 


DiREctT mail must be planned as an integral part of an 

advertising campaign if it is to achieve its maximum 
effect, it was agreed by a panel of four experts last Thursday 
at the first of six brains trusts to be held by the British Direct 


This ver & piece will play a major 
part in Brylcreem £ we ag 1 
sales drive. Designed 7 ¢ 

Royds Ltd., and printed by W: 

Pritchard and Co., Ltd., it will be be 
used by dealers throughout the 
country and in the Republic of 
Ireland, and Holland. It stands 
18 in. high and has a colour scheme 

of red and green. 


COPY CASTING 


A copy-casting chart has been 
devised by G. Westlake, of 
Wightman and Co., Ltd., London, 
the printers, bookbinders and 
manufacturing stationers, for the 
benefit of their customers and 
other print users. 

It carries tables allowing for 
the computation of copy in 23 
different faces on the basis of 
the number of characters, includ- 
ing spaces, in a type pica em 
measure. The Wightman Copy- 
Casting Chart is on a semi-stiff 
board, varnish- finished. - 


Awards to press 
photographers 


Reg Birkett of Keystone Press has 
won the title of British Press Photo- 
grapher of the Year in the annual 
competition organised by the Insti- 
tute of British Photographers. F. W. 
Reed (Daily Mirror) was second 
and W. T. Lockeyear (PA-Reuter) 
was commended. 

In the colour transparency section 
the results were: 1, Russell West- 
Wood; 2, Jack Esten; 3, Joseph 


McKeown — all of = /Ilustrated. 
Reuben Saidman (illustrated), 
George Konig (free-lance) and 
Monty Fresco (Topical Press 


Agency) were commended. 


Mail Advertising Association. 

Answering the question: 
“What does direct mai] mean 
in the advertising scheme?” 
H. L. Clarkson (S. H. Benson 
Ltd.) said that in the recent de- 
tergent war one firm spent half- 
a-million pounds in the London 
area alone on direct mail. Where 
direct mail fitted in depended on 
what the scheme was. What one 
should not do was to have every- 
thing ready for the public and 
be prepared to spend a quarter- 
of-a-million and then — say, 
“Shouldn't we tell the trade 
about it?” 

Many of the brains trusters’ 
answers were of the “All de- 
pends” variety. 

T. Robertson (Franey & Co. 
Ltd.) said that in a large cam- 
paign direct mail might act 
merely as a “calling card,” where- 
as it i 9 constitute the whole 
of a small campaign. 

Some percentage allocations on 
direct mail in the United States 
were quoted by Miss Kay 
Murphy (Linguaphone Institute), 
who presided. These included: 
by advertising agents, 53 per 
cent; agricultural machinery 
manufacturers, 44 per cent; paint 
manufacturers, 40 per cent, and 
publishers, 62 per cent. 

Red hot ‘ shot ’ 

A point made by R. J. Cowen 
(Wellington Press) was that 
though an advertiser would take 
a series of advertisements in the 
press and would use posters and 
other media, when he _ turned 
to direct mail he seemed to 
think that one direct mail “shot” 
written by an off-duty warehouse- 
man would set the world on fire! 

To the question “Can the type 
of replies we get from our mail- 
ing shots help us in the prepara- 
tion of better press advertising 
copy?” it was generally agreed 
that they could help. 

Mr. Clarkson said that from 
the point of view of the advert- 
iser and agent, this was one of 
the most valuable facets of a 
direct mail campaign. “/t is very 
largely a matter of using your 
direct mail as copy research,” 
he said. 

Mr. Clarkson also stressed the 
willingness of trade papers to 
assist advertisers in their market- 
ing schemes by providing trade 
lists and merchandising informa- 
tion. 


a ~~ 


Ad. conference ! 
in Ireland? ; 


Advertising organisations in? 
Ireland are to hold a joint 
4meeting to consider the ad- 
visability of holding an Irish 
Advertising Conference in the 
spring of 1954. > 
z The 1952 Conference, held 3 

in Cork, was very successful 
and a large body of opinion?¢ 
is in favour of meeting again 
next year for a week-end 
sevent. 

Organisations invited to the 
4 meeting are the Irish Associa- 4 
tion of Advertising Agencies, + 
} the Publicity Club of Ireland, | 
the Advertising-Press Club, 

jane the Association of Ad- 

vertisers in ireland. 7 


seer oo oo 


600 displays in 
‘heat and light’ 


tie-up success 


More than 300 showrooms be- 
Jonging to nine Electricity 
Boards, 21 departmental stores 
and over 300 dealers co-operated 
with special displays in connec- 
tion with the “Heat and Light 
in Home” tie-up _ between 
Picture Post and The Domestic 
Equipment Trader, it is revealed 
in an article in the latter journal's 
October issue. 

A number of firms used direct 
mail and local advertising with 
good results, and extra inquiries 
and sales were reported from all 
over the town. One Electricity 
Board, the South West Scotland, 
held a display competition for 
the 35 service centres in its area 
with this merchandising scheme 
as the theme. 

“Sold as much in one day as 
we would normally sell in a 
week” is typical of scores of 


comments received from dealers. 
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Pin-pointed in 
Piccadilly 


ITH soft drinks much in 
the news since the ce- 


rationing of sugar, a new 
Canada Dry display has made 
its appearance in Piccadilly. 

Central feature of this latest 
in three-dimensional moving dis- 
plays is the Canada Dry trade 
mark, a shield, mounted on a 
black background, set off by red 
and gold drapes. The white 
centrepiece of the shield, made 
in two halves, opens and ~~ 
—4,320 times every _ 
present six different slogan 
panels. 

Four cut-out figures flank the 
shield, each holding a glass con- 
taining one of the Canada Dry 
products. Passers-by have their 
attention caught by the realistic 
bubbles in the glasses—caused 
by constant pin-point carbona- 
tion of the liquid. 

Lights spell out the words 
“Canada Dry” on the pastel 
shade frame which rests on a 
base of flowers. 

The display was designed and 
constructed for Canada Dry Lid., 
through their agents Dolan 
Davis Whitcombe & Stewart by 
Dominant Sites Ltd., with the 
assistance of Russell Signs Ltd., 
Berkeley Electrical Co. Ltd., 
Hall Manufacturing Co. Ltd. 
and Fisher Bros. Ltd. 


On their heads 


Editorial writers on several 
women’s magazines were used 
as models by Richard Hucnut 
Ltd., at a party to launch their 
new hair lightener, Light and 
Bright. The commére was Jeanne 
Heal. 

As announced last week heavy 
advertising is now breaking 
in women’s magazines. The 
campaign will be extended to 
national newspapers next year. 
The press party was organised 
by Hudnut’s agents, Armstrong- 
Warden Ltd. 


A.B.C. Figures 


CAMBRIDGESHIRE TIMES GROUP 
Jan. to June 1953 » 65 321 


Copies 
Weekly 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


London Representative: W. H. WALMSLEY 


69 Fleet Street, E.C.4 
Northern Representative : 


Tel. Central 9353 


ARNOLD ELLIS 


64 Cromford House, Manchester 4 Tel. Blackfriars 6987 
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power and trade capital. 

T. C. Bower (sales manager of 
Thomas Hedley & Co., Ltd.) who 
made this prophecy, said that 
more and more organisations 
were realising that marketing 
success in 1955 was determined 
by research effort in 1953. 

He was speaking at the one- 
day conference in London on 
“To-morrow’s Markets” held by 
the Incorporated Sales Managers’ 


Association last Friday. The 
sales managers also heard: 

F. C. Hooper = (managing 
director, Schweppes Ltd. and 


Kia Ora Ltd.) cite Christian Dior 
as a master of the art of creat- 
ing a market; and 

S. Gordon Sloan (general sales 
manager, Rubery, Owen & Co., 
Ltd., the engineering firm) fore- 
cast a much closer relationship 
between supplier and user. 


Basis of trade goodwill 


Mr. Bower, who spoke on 
new techniques and relationships, 
said that in the manufacture and 
sale of branded consumer goods, 
new relationships were develop- 
ing between the manufacturer, 
the trade through which he dis- 
tributed his products, and the 
ultimate consumer. There would 
be more brands in every 
product field. | Manufacturers 
who had a good sales organisa- 
tion making effective use of a 
particular distributive channel 
would introduce more and more 
branded lines to be sold through 
the same channel. 

More branded lines would 
be competing for the same 
amount of retailer's capital and 
the same amount of warehouse 
and display space. 

Mr. Bower maintained that the 
basis of trade goodwill was: 
acceptance by the manufacturer 
of the responsibility of selling 
through the trade, not merely to 
the trade, and recognition by the 
retailer that the manufacturer 
has accepted this responsibility. 
Trade goodwill might be defined 
as: “A readiness to do business 
because of confidence both in 
the quality and the movement 


Sell to 8,000,000 families through the 


The Nation's shop window 
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SALESMEN DISCUSS THE MARKETS OF TO-MORROW 


‘More brands will be battling for the same 
purchasing power’ 


CREATIVE SELLING THE 
KEY TO PROSPERITY 


GALES managers have been warned that more brands are 
likely to appear in every product field and that they will be 
competing for the same amount of consumer purchasing 


profit potential of the brands 
handled.” 

“Relations with a company’s 
advertising department are be 
of paramount importance to the 
sales side of the business,” he 
continued. “I believe that to- 
morrow’s market will demand a 
fusion of interest and an identity 
of plan between selling and ad- 
vertising which is rare in busi- 
ness. Many of us will have 
experienced the minor issues 
which are bound to arise and re- 
quire reconciliation when a mar- 
keting problem is tackled from 
both a selling and an advertising 
angle. 

“To-morrow’s markets will 
demand that such reconcilia- 
tion is soundly made before 
marketing action is taken, and 
having been made, is com- 
pletely and loyally adhered to 
by both departments.” 

He forecast efforts to improve 
the techniques of sales forecast- 
ing so that sales departments 
might be willing to accept less 
flexibility in return for lower 
delivered costs, made possible by 
more continuous flow production. 


lo take advantage of  to- 
morrow’s markets, export and 
domestic, he said, we must 


attract the best available talent 
into selling. In this country, 


The President of the Board 
of Trade, Mr. Peter Thorney- 
croft, has urged sales managers 
to persuade their managing 
directors to go out and see the 
markets of the world and the 
men to whom they sold. 

“Many do; more could and 
should,” he said at the annual 
dinner of the Incorporated 


Sales Managers’ Association. 
“The world is changing and 
new opportunities constantly 


present themselves.” 
Previously Mr. Thorneycroft 


THE CHALLENGE t 
OF EXTENDED Tv } 


“Our dislike of change and 
our appreciation of quality is 
deeply ingrained,” F. C. 
Hooper told the conference, 
“and I would not like to fore-§ 
cast the effect of ‘extended} 
television.’ 

“Is this extension of the field 
of advertising (however care-} 
fully watered down by a¢ 
watchful Corporation) going 
to break down the prestige of 4 
old-established firms, built up4 
by years of careful marketing $ 
and advertising, and break 
through the goodwill attached 4 
to branded lines? ) 

“If so, then business is] 
going to he a much more 
chancy affair and we shall bet 
faced with a very different 
set of circumstances requiring § 
new methods and techniques.”’ 


ee ed 


this 


and at 
from some muddled thinking on 
the costs of distribution and on 
the contribution which salesman- 
ship makes to the health of the 


time, we suffered 


economy. This muddled think- 
ing was making it difficult to get 
the right men _ into _ sales 
organisations. 

The theme of Gordon Sloan's 
address was that “response” sell- 
ing will give way to “creative” 
selling. Pointing out that a 
large section of industry, includ- 
ing the manufacture of com- 
ponents, had been built up on 
the custom of soliciting inquiries 
and responding to these inquiries 
with quotations, he said now, 
the nation’s economic life and the 
economic life of the world, was 


“Get down to the hard job of competing’ 


had warned that the world 
would remain a hard one for 
the seller. When the last word 
had been said about man-made 
obstacles to trade there was 
only one thing to do. We 
must get down to the hard 
job of competing. We had no 
prerogative to any market in- 
side or outside the Common- 
wealth. 

Lord Luke, president of 
I.S.M.A., proposing the toast of 
“Elizabethan Enterprise,” em- 
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closing up, getting tighter, be- 
coming more efficient, or trying 
to. A big change, which could 
be summed up as “greater integ- 
ration between customer and 
supplier” was taking place. 

Taking engineering as hs ex- 
ample, he said that quite new 
and different responsibilities were 
coming to rest on the sales 
manager. Engineer or not, he 
had got to know how to deal 
with engineers and how to use 
engineers as technical mernbers 
of his sales force. 

The use of “creative imagina- 
tion” was F. C. Hooper’s sub- 
ject. “It is in this matter of 
human understanding, or Jack of 
it, that so much of our research 
goes wrong,” he insisted. 


Business and art 


He added: “We must make 
the fullest possible use of market 
surveys, and sales forecasts and 
Statistical data. But we must 
remember that these are our 
tools and that tools cannot 
dictate to us what we do with 
them, though they may well 
dictate the limitations of what 
we do with them. 

“It is the creative, the imagi- 
native mind behind the tool 
which achieves the task of 
creation whether of works or art 
or of markets.” 

He illustrated this by a glance 
at the French fashion industry, 
which remained supreme in spite 
of all attempts, here and in 
America and in Italy, to chal- 
lenge that supremacy. Why did 
it remain supreme? Because it 
had, at the head of it, artists 
whos were not ashamed to be 
business men and business men 
who were not ashamed to be 
artists. 


phasised that there were still 
trade worlds to conquer. 

“In world trade the self-ser- 
vice store must never be our 
mentality,” he said. ‘Personal 
service and salesmanship must 
still be our watchword at 
home and abroad—especially 
abroad.” 

We had won our markets 
because our goods were better 
at the price than those which 
other nations provided. We 
would hold our markets in no 
other way. 
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Che Daily Telearaph 


Net Sale for October 
was 
1.033.826 
COPIES DAILY 


an increase of 48.746 on 
October last year 


Every Month this year the net sale of 
The Daily Telegraph has gone up on the 
corresponding month of 1952, as follows : 


January 
February 
March 
April 
May 
June 
July 
August 


22,058 
8,416 
30,155 
38.048 
38.185 
72.645 (Coronation) 
46,227 
45,008 
47.817 
48,746 


t+et+tt+tetett 


September 
October 


The paper people trust 
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NOT SO SMALL 


Ask in any town for the news- 
paper with most classified ad- 
vertisements and you will 
surely get the most influential, 
best-read local newspaper, 

And the importance of 
“small” is growing beyond the 
confines of local publishing. 

In London the three evening 
newspapers are fighting strenu- 
ously to build their ciassified 
advertisement features to 
record proportions. Special 
services are laid on to attract 
the advertiser, and the “Even- 
ins Standard” has one run- 
ning a news story ly to 
boost its “smalls.” 

It is significant, too, that the new 
daily “Recorder” lays heavy 
emphasis on its page of classi- 
fied advertisements with a 
heading describing them as 
“news and a_ service to 
readers.” 

“Smalls” can now be big business 
for any newspaper, and greater 
attention is now rightly being 
given to their typographical 
layout. 


MORE BRANDS... 


Sound commonsense was ex- 
pressed in simple terms at the 
conference on “To-morrow’'s 
Markets” held by the Incor- 
porated Sales Managers’ As- 
sociation in London. 

Against the background of a 
forecast of many branded lines 
to come, speakers appealed for 
more co-operation between 
manufacturer, distributor and 
consumer; for better under- 
standing between advertising 
and sales departments; for 
more “creative imagination” 
in the use of market research 
statistics. 


- +» «Mot enough space 


Solutions of all the problems 
discussed by 1S.M.A. are a 
matter of human understand- 
ing. The urgent need is for 
better relations between all en- 
gaged in any aspect 
marketing. 

That is an internal matter, but 
there is one great obstacle that 
cannot be overcome without 
Government action. It was 
pinpointed in ai “Daily 
Express” leader which em- 
phasised that unless more 
newsprint is available next 
year, there will be insufficient 
opportunities for adequate 
press advertising for the new 
products planned. 


346 


NoveMBER !2, 1953 


Wwe §=More ‘gingerbread,’ no 


critics at Bournemouth 


i has been suggested that I 
should devote this article to 
a preview of the plan for the 
next Advertising Conference at 
Bournemouth. 

The Committee has not yet 
been formed, and I am not, there- 
fore, in a position to express its 
views. Naturally, with so many 
experts in every phase of adver- 
tising present, there will be plenty 
of discussion about advertising. 
A conference is not a one-man 
job; it depends on team work. I 
can merely put down a _ few 
thoughts about advertising con- 
ferences in general, and a little 
about what we hope for this one. 

“I've got the key of the door, 

Never been 21 before.” 

At Bournemouth we shall cele- 
brate the 21st anniversary of 
these func- 
tions. With 
21 years’ ex- 
perience of 
conferences 
it ought to 
be a good 
show. A 
great deal 
of personal- 
ity and of 
creative 


advertising 
mill in that 
time. Perhaps it would not be a 
bad idea to devote some time at 
the Conference to discussing what 
advertising has learned and 
achieved in those years of the 
Conference’s minority, and what 
it proposes to do in the years of 
its maturity. 


* * * 


A great many of the personali- 
ties who initiated these notable 
gatherings have either passed 
away or retired; a great many 
are now in their middle or older 
years, and the future is with the 
new generation. This passing 
from one generation to another 
is continually going on; it does 
not happen at a given moment of 
time. 

There ts room for thought as 
to whether the kind of conference 
we have been running is the right 
one Brighton was largely an 
experiment; the accent being on 
youth. Eastbourne, in general, 


followed the Brighton pattern; 
both were a departure from the 
heretofore recognised Advertising 
Convention. 

Perhaps we got a little too 
serious. Perhaps there was much 
bread, but little gingerbread. 

One thing I hope we shall not 
do at the next Conference is to 


GUEST COLUMN 
by 
G. P. SIMON 


Chairman of the Conference 
Committee 


spend the greater part of our 
time discussing criticism of ad- 
vertising and what answer we 
shall give to the critics. In the 
articles I have read in this column 
in the ADVERTISER'S WEPKLY this 
seems to be the main burden of 
the theme. Why? 


~ * * 


If a thing is not criticised it is 
seldom worth while. Then, why 
consider the nature of the criti- 
cism? Let us tell people what we 
have done and what we intend to 


© Advertising expenditure for 
hair preparations for women 
is rising rapidly. Several new 
lines are on the way. 

® Filter cigarettes are boom- 
ing in the United States 
wheze big campaigns are 
being launched. With the 
cancer controversy still rum- 
bling here, similar develop- 
ments are expected in 
Britain. 

® As at the Motor Show the 
word “baby” will be much 
in evidence at the Motor 
Cycle and Cycle Show which 
opens at Earls Court on 
Saturday. Publicity follow- 
ing the Show will be con- 
centrated on _ lightweight, 
cheaper machines. 

@®A big campaign for bran- 
ded fruit will break on a 


To-morrows TOPICS 


do, and leave the judgment to 

m. 

Another question which seems 
to raise its head every time an 
article on the Conference is writ- 
ten 1s, “What sort of a press are 
we going to get?” 

The fact of the matter is that, 
if anything worth while is said, 
it stands a good chance of getting 
reported. 

Conferences are mainly for the 
purpose of discussing mutual 
problems. Whether the gathering 
is held entirely for the constitu- 
ent members of the trade or 
business, or primarily to arouse 
public interest, the fact remains 
that, in either case, the subject 
matter, if it is of any public im- 
portance, will benefit the busi- 
ness and create-discussion among 
the people. 

Twenty-one years of Confer- 
ences have been, on the whole, 
very well received, and have 
created widespread attention. 

This Conference is not going 
to be an “apologia pro vita sua.” 
It is going to say something 
worth while; it is going to talk of 
its achievements; say how proud 
it is of its past and not apologise 
in advance for its future. 


national scale in the New 
Year. 


® Builders’ merchants are 
considering a co-operative 
publicity campaign. Their 
association, Building In- 
dustry Distributors, is in 
favour of running a prestige 
scheme, but it has been 
decided to find a more effec- 
tive name before advertising 
starts. 

® Britain’s biggest self-service 
store, with all departments, 
is to be opened at mid- 
December in Sutton. Exten- 
sive advertising is planned. 

® Results of a survey of 
branded stockings’ popu- 
larity are to be published 
shortly. 


ROUND TABLE 


FASHION’S FIRST AND 


Harper's 


. - on 


uvvzivad 


FINAL WORD « HAS THE CREAM OF FASHION READERSHIP 


The National Magazine Co. Ltd., 


28/30 Grosvenor Gardens, London, $.W.1 
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Slowing off i 


We at Display Craft do not consider it 
unnecessary conceit when we wish to 
‘show off’ about some of our latest 
Silk Screen productions. Some of those 
shown here are only a few examples of 
the many colourful display pieces you 


~~ FADIg 
RADIOGRAMS RNR 


will see in shops all over the country. 
As Point-of-Sale Architects, we start : 
with a plan that is backed by 30 years ; a 


i. ye. 
of ‘know-how’ in our trade. We are »{ OURAGE 


justly proud in showing you how the 
newest of the Graphic Arts has become 
‘the industry with a future’. And 
without doubt we shall 


GE SEEING YOU. 
aere DISPLAY 


SCREEN PROCESS EXHIBITION 
PARK LANE HOUSE, 


45 Park Lane, London, W.1 C RAFT 


(nearby the Dorchester Hotel) 
Stands 4 & 5 


from Nov. 17th until Nov. 20th 1953 LI M IT E D 


Opens 2 p.m. on 17th and from 10 a.m. 
to 5.30 p.m. each day after. 


at home too / 


LONDON =: ie BRIxton 7871/4 
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The Types We Use 


November 12, 1953 


Sans Serif is being used more freely in advertisement type settings, but there is also a trend towards more 
‘curvature” in type-face selection—as is shown by the popularity of Perpetua. 


Surprising increase in popularity 


of Sans Serif type faces 


Twe years ago Sans Serif 
type faces were to be found 
in 62 per cent of all advertise- 
ment settings. To-day the 
figure is 75:2 per cent 

Frankly the writer was sur- 
prised at this increase. One had 
suspected from casual observa- 
tion that advertisement typo- 
graphers were getting a little tired 
of the “plain and severe,” and, 
like our fashion experts, were 
gradually moving back to a little 
more curvature in their type-face 
selections. 

Though the figures presented 
deny this, there is a trend that 
way. The position of Perpetua, 
number tl in Table A, is a 
pointer, and we find Goudy, 
Caslon, Baskerville and Cooper 
maintaining their general usage. 

Sixty-three different type-faces 
were used in the 2,019 advertise- 
ments examined. In the Sundays 


37 were used, 30 in the Nationals, 
39 in the weeklies and 57 in the 
monthlies. Only 22 of these 
achieved double figures in the 
table and there is a big drop in 
usage after the first dozen. 
Plantin Mono (110 _ series) 
remains the supreme text-matter 
type-face extending its use to dis- 
a & in many settings. 
Striking feature in the 
anes was the almost unani- 
mous choice of Bodoni by the 
agencies responsible for the 
fashion = accounts. In the 
monthlies this was particularly 
noticeable. 
limes Roman and Garamond 
hold their positions. The bold 
faces of both these types are 
very popular and the smaller 
sizes of Garamond Bold are used 
a lot as text faces. We still 
have Cheltenham (circa 1904) 
with us. Ionic, with its large “x” 
height makes a good showing. 


KENT MESSENGER 


‘GROUP 


SOUTH EASTERN 


CHATHAM 


GAZETTE OBSERVER 


“ WEAD OFFICE: MAIDSTONE 338 


LONDON 80. FLEET ST. 


CENTRAL 7500 


From a utility face compulsorily 
used when space was scarce 
during the war years, Ionic is 
now being set in uneven lines 
heavily leaded and surrounded 
by oceans of white space. 

The Egyptians find isolated 
uses mostly as display lines in 
the extra bold face. There must 
be a fair tonnage of these slab 
serif faces getting somewhat 
dusty these days. 

Of the rest shown in the table 
each face served its purpose 
reasonably well. The odd word 


By HAROLD BUTLER, 


technical production manager. 


Saward Baker & Co. Ltd. 


issued between 1947 and 1952. 

The 100 consisted of full-page 
general, class and trade maga- 
zine advertisements and repre- 
sentative examples of retail, 
newspaper and direct advertising. 
It is a little on the selective side 
but what emerges cannot fail to 
be of interest to typographers 
here. 

The method of counting is 
almost similar to that used here. 
An advertisement set in» one 
“family” counts one. Four 
different faces in one advertise- 


during the war. 


Since 1928, Harold Butler has made an analysis of the 
type faces used in advertisements every two years, except 
The “count” is as follows: 
advertisement set in one “family” counts one; a two-inch 
bargain space using four different type faces counts four. 


A full page 


in a little-used face giving the 
setting a sparkle that perhaps 
only that particular face could 
give. 


What happens in the U.S.A. 


An article appearing in Printers 
Ink last November gives some 
tables of American type-face 
usage which tie up rather well 
with this British analysis. 

The survey is on a selec- 
tion of 100 advertisements issued 
between 1927 and 1933 and com- 
pared with an equal number 


TABLE A-—-ANALYSIS OF TYPE FACES USED 


ment—four. And “Futura” is 
I believe the generic name for 
the American modern Sans 
Serifs. 

One paragraph in the article, 
written incidertally by Thomas 
B. Stanley, New York University, 
so closely coincides with our own 
use of type faces that it is, I feel, 
worth quoting. Listing 39 differ- 
ent faces in the 1949-52 period 
he writes: 

“From the over-all compari- 
son, one fact emerges at once; 


(Continued on page 350) 


Name of Typeface } 668 

1 Modern Sans Serif .. aa 284 

2 Grotesques (Old Varieties .. 239 

3 110 Series(Mono) .. e 136 

4 Bodoni ; ~~ ol 92 

S Times Roman an 89 

6 Garamond 49 

7 Old Style Roman es 75 

8 Cheltenham ih 54 

9 Ionics, Cheltenham .. ” SI 

10 Egyptians ; = 25 
Il Perpetua - 20 
12 Modern Roman ; 61 
13 Baskerville 3 
14 Caslon 15 
1S Plantin (Shanks) 16 
16 Cooper 18 


18 Roman Compressed ‘ 7 
: 9 
21) Cartoon 


17 Modern Extended ad _ 
19 Goudy 

20 Old Style Antique 

22 Copperplate Scripts } — 


Sunday | 
News- 
papers 


Monthly 
Maga- 
zines 


Weekl 
National | Period. 
Dailies : | jcals | 


Totals 


Number of advertisements examined 


| | 


176 360 815 ' 2,019 
92 172 | 458 | 1,006 
4 | 109 117 S14 

| 102 142 4 
rt) $5 205 397 
32 | 6 C86 275 
21 2% | 7 166 
2 7 | 2 152 
4 7 2B 148 
20 | 32 | it 134 
1 | 21 0 86 
5 is | «0 83 
7 2 12 82 
aa 29 42 
;| @T @ 39 
si aa Fs] 
— | 4 16 20 
= | _ | 7 14 
eu 3 st 
1 1 1 12 
1 4 2 1! 
at 4 6 10 


Other taces used; Century (9); Old English Text, Haddon or Chatsworth, 


Blado italic (8)s 


Bookman, Cloister (7); Clear Face Bold, Studio (6); Arpke, Antiqua (5); Le Cochin, Arrighi, 


Youthline (4); Locarno, 


Neuland, Allegro, 
Elizabeth (3); Poliphilus, Holla, Trafton, Broadway, 
Sans Open (2); Bernhard, Playbill, Nicholas Cochin. Tiemann, Gillies Gothic, 351 Italic, 
Centaur, Temple, Thorne Shaded, Fry's Ornamental, Granby Shadow (1). 


Britannic, Chisel, 


Egyptian Expanded, 
Fanfare, Dorchester, Vesta, Profil, 
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Sell the man at the top! 


He represents the 
world’s richest market 


Reach himin over100 countries through 
the International Editions of TIME 


Once a week, four international editions of 
TIME circulate outside the U.S.A. Printed in English they are 
read by more than 1,700,000 important people in over 100 
countries. Nine out of every ten TIME subscribers are in 


business, government and the professions. These people 
have higher-than-average incomes, their standards of living 
demand the best of the world’s products. Moreover, a large 


proportion of them are in influential positions, controlling 
the purchasing power of companies or the trade policies 
of nations. With their families and friends, TIME readers 
constitute the world’s richest market for goods and services 
of all kinds. 

You can buy advertising space in all four editions—TIME 
Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American—or in the editions that cover the areas in which 
you are most interested. Full details from: The Advertise- 
ment Director, Time International, Time & Life Building, 
New Bond Street, London, WI. 
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@® THE TYPES WE USE-=continued 


TABLE B-—-TYPES USED IN U.K. AND U.S.A. 


4 comparison of type faces used in advertisement typography, in the U.K. and the U.S.A., 
showing the order of popularity and the changes of “ type fashion” over two five-year 
periods at an inter 


U.K. U.S.A. 
1928-33 1927-32 
1 Cheltenham Garamond 
2 Goudy Casion 
3 Modern Sans Serif Bodoni 
4 0.8. Roman Bookman 


5 Grotesques (old varieties) 


6 Modern Roman Kennerley 
7 Garamond Ultra Bodoni 
8 Caslon Futura 


Modern Sans Serif 
Grotesques (old varieties) 


Scotch Roman 
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that out of hundreds of types 
available, the bulk of advertis- 
ing body matter runs in 
fewer than a dozen well-known 
faces. This will not be news 
to ea angue: but it is worth 
emphasising, since advertisin 

copy is meant to be read; ant 


Ad. man’s bookshelf 


we have long since realised 
that in using type to attract 
attention (always a dangerous 
expedient) it is safer to play 
tricks with display than with 


How true and how sound a 


Guide to etching and engraving 


WHEN writi his new book, 
Etching a ‘Engraving (The 
Studio Ltd., 30s.), Mr. Buckland- 


Wright's purpose was to instil into 
the artist the same confidence, when 
taking up a burin or etching needle, 


as he shows when using a pencil or 
He believes that too 
much nonsense has been written and 
spoken about these hand processes, 
with the result that they are now 
regarded as subjects requiring long 
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apprenticeship, much complicated 
equipment, and the seeking out of 
techniques lost in mystery. 


By presenting the theory and prac- 
tice of etching and engraving in 
simple terms, the author has effec- 
tively “debunked” the idea that 
these represent a higher form of 
art which must, by their nature, 
remain in the province of the so- 
called intellectuals. He takes each 
branch separately—line engraving, 
drypoint, mezzotint, stipple, etching, 
soft ground, aquatint, intaglio, 
woodcut and linocut, and wood 
engraving—and divides each into 
two sections, “Theory” and ‘*Tech- 
nique.” 

As he makes his points, he refers 
the reader to various examples, 
with which the book is amply 
illustrated. Thus the artist is taken, 
step by easy step, through every 
detail of the processes. 

There seems to be no commercial 
side to this form of art. To quote 
the author: “‘when an artist takes 
to this beautiful technique (line 
engraving) he does so because he 
believes that it is only through it 
that he can express what he has to 
say.”" Later, however, he explains 
that line engraving has always been 
an admirable medium for 
illustration. 

Such apparent inconsistencies are 
due to the fact that Mr. Buckland- 
Wright tries to give every angle of 
his subject. This thoroughness is 
evident in the sections on techniques 
where, after describing in detail 
every possible movement in the pro- 
cess and how to make it, he de- 
scribes the mistakes that can be 
made, explains how they are made, 
why they are made, what the result 
will be, and how they may be 
rectified. 

There are 160 illustrations, some 
reproduced by offset lithography 


Manchester 


Business executives are cordially invited to a display of 
Commercial Art, Photography, and Photographic Printing recently executed 
for national advertisers and others by CARLTON ARTISTS and their 
associate group INTERNATIONAL ARTISTS. 
You will be welcome at their newly-opened offices: 3, The Parsonage, between 
10.30 a.m. and 7 p.m. on Thursday 19th November and the two following days. 
Please do not wait for a formal invitation. 
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and others by collotype. All are 
beautifully printed. ext and off- 
set plates were printed by W. S. 
Cowell Ltd., and the collotype 
illustrations by Van Leer of 
Amsterdam. 

One of the many good features 
of this book is the easy literary 
Style of the author, which makes the 
text easy to read. Here is an ex- 
ample: “. . . with the hand relaxed 
the line becomes sensitive and the 
burin moves sweetly through the 
metal while a thin spiral of copper 
grows like a serpent from the 
moving point.’”"—G.H.W. 


How to get laughs 


Laughter and Applause, by Allan M. 
Laing, Allen and Unwin, 8s. 6d. 

This is a dangerous book—in the 
sense that it is an outright entice- 
ment for people to persist in 
making public speeches. ‘ 

To stand at the top table, cigar 
in hand, with the whole assembly 
hanging upon the words that, with 
a self-confident smile and gentle 
cadence you are content to let fall 
in your own good time, easy in your 
mind that thunderous applause will 
greet the emphatic phrases—is not 
that the secret wish of us all? 

And in so far as anecdotes are the 
salt of successful speech-making 
this book, wisely used, brings the 
ultimate achievement a little nearer. 
In over 40 alphabetically arranged 
sections from “‘Age”’ to *‘Weather.” 
and taking in its stride such sub- 
oe as “Bores,” “Sport,” ‘The 

elephone” and “Church, Chapel 
and Holy Roman,” all the material 
needful for rousing laughter and 
winning applause lies between the 
covers.—H.PF. 
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... WOMEN READERS of colour advertisements in weekly magazines on a cost-per-thousand basis . . . 


...the figures show... 


TOTAL NUMBER OF 
WOMEN READERS 
(000s) 


4COLOUR 
PAGE RATE €& 


COST PER PACE 
PER THOUSAND 
WOMEN READERS 


PICTURE POST 


2,900 


1,500* 


10/4d 


General Weekly A 


2,540 


1,500 


11/10d 


General Weekly B 


2,160 


1,320 


(2/24 


General Weekly C 


1,360 


1,100 


16/2d 


Women’s Weekly A 


5,330 


2,100 


7/Lid 


Women’s Weekly B 


5,310 


3,000 


11/3d 


*This rate comes 


pays! 


For information about Picture Post apply to 
George A. Cooper, 43/4 Shoe Lane, E.C.4. Central 7400 


into force on Jan. 15th, 1954 
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The demand for space bas increased by over 30%, 


jou are invited to apply early for 1954 bookings. 
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DRAWING BY 
JOHN WARD 
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A UNIQUE ACHIEVEMENT 


Sales of IDEAL HOME Magazine for the second half of 1953 show a big and 
ever-increasing bonus circulation for advertisers who bought space at a 


rate based on a sale of 123,268. 


The print order for December is 180,000!—an increase in 


six months of over 40,000 new readers! 


With average net sales at a new high figure—higher than for any other 
publication of its kind, a revision of advertising rates has become imperative. 
The increases will come into effect with the March, 1954 issue for black and 
white, when whole page run of paper will cost £230, and with the May, 1954 
issue for colour, when whole page run of paper will cost £350. 

IDEAL HOME iis literally a great departmental store in print. In its many 
pages is displayed all that is efficient and beautiful in furnishing and 
equipment for the modern home. Advertisements in this magazine are studied 
as much as the editorial pages—for they give the news, the information, 


the very details which readers want. They make buying casy and safe. 


IDEAL HOME 


The Magazine that makes buying for readers easy and safe. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 
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SALES 
RETAIL PER HEAD ¢ 
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Shop sales by area: 


RETAIL SALES PER SHOP ¢ 


$,000-7,000 [—) 
7,000-8,000 [77} 
8 000. 9.000 RS 
9 000. \0.000 Bez 

\0.000 al 


ENGLAND 


GT. BRITAIN (8,500 


OS 


A few more ‘straws’ to assist buying 
power assessment 


THE regional tables of sales 
in 1950 in retail and service 
trades, recently published as 
the first “final” volume of the 
Census of Distribution taken 
in 1951, provide details on 
three important broad market- 
ing pointers: 

(i) Differences in overall 
sales per head in various areas, 
such as _ standard — regions, 
counties, or conurbations. 
(Figures giving comparisons of 
sales per head within shop 
groups cannot be procured by 
county, but may be assembled 
for all towns over 25,000 
population within counties.) 

ii) Differences in levels of 
average shop trade. 

(iii) Differences in the den- 
sity of shops serving the local 
population there. (This con- 
cept is, of course, directly 
linked to (i) and (ii).) 

A few notes dealing with each 
in order, but here only on the 
major useful groupings (the 
county, and more or less homo- 
geneous groups of counties) may 
be of interest. 

The first concept provides, 
with important reservations, some 
measure of the differences in 
available purchasing power, 
actually going into the shops in 
each area—but not necessarily 


related to the people who live 
in that area. Distributors gener- 
ally need not worry unduly at 
this distinction, for after all they 
can only put the goods where 
the shops are, but such things 
as the extent of tourism and 
visitors in the region, the extent 
to which “migratory shopping” 
arises (where people buy near 
their work but live elsewhere), 
the amount of goods not going 
through retail channels, espe- 
cially in rural agricultural areas, 
will have to be allowed for sub- 
jectively as to their effect on 
, anges type and quantity of sales 
or particular products. 

Between many counties con- 
siderable differences may 
accounted for by such factors. 
London and Midlothian, for 
example, which draw on “hinter- 
land” migrants for luxury and 
other purchases, or where people 
shop near their work (in Lon- 
don) rather than near their 
homes (in Surrey or Essex). But 
in broader geographical group- 
ings such influences tend to 
balance out, leaving the main 
causes of divergence traceable to 
(a) differences in purchasing 
power, (b) differences in amount 
drawn off the land rather than 
purchased through the shops. 

Chart (A) shows —_ how 
remarkably uniform total sales 


By JOHN MASON 
Economic statistician, the 


J. Walter Thompson Co. Ltd. 


per head now are for the greater 
part of England and Scotland, as 
a result of the redistribution geo- 
graphically of population and 
materially of incomes during and 
since the war. Higher resident 
incomes may be the main force 
behind the greater sales per head 
shown in the Home Counties, 
Warwickshire, and E. Central 
Scotland. In South and Mid 
Wales there seems a departure 
from average sales levels. 

The table (and Chart D) pro- 
vides more detail by counties. 
From a sociological angle North- 
umberland and Durham should 
perhaps go together. So, too, 
Leicester and Rutland; North- 
ants, Peterborough and Hunting- 
don. But as stressed earlier, to 
the distributor the effective fact 
remains that Northumberland 
sales per head are high and 
Durham low. 

Essex, Kent and Buckingham 
sales appear weakest among the 
Home _ counties, being more 
readily affected by the Central 
London influences. Surrey local 
sales are high, though Croydon 
has here to be allowed for; the 
level for East Sussex is surpris- 
ing, reflecting real differences in 
purchasing power of the resident 
(and/or tourist) population. 

In Wales only Denbigh and 
Carnarvon come near the general 
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PEOPLE PER SHOP NO. 
wwe [ ] 
6 1-71 


GT. 


English level. Glamorgan makes 
a very poor showing, which 
seems to indicate a peculiar sell- 


ing pattern. We cannot analyse 
further since figures for the 
various types of shop are not 
available by county. 

The town and conurbation data 
should help, however, when 
coupled with Census of Popula- 
tion material, in the selection of 
sales test areas. 

Scotland shows surprisingly 
high figures relative to what 
appear to be the regional poten- 
tial for sales of many products, 
and thus deserves more study. 
Aberdeen, Angus, Nairn, Midlo- 
thian, Dumfries, Roxburgh and 
Selkirk are well above the 
English “norm.” 

The second concept—average 
level of shop trade—is a useful 
one. It would be even more 
useful if county data by type 
of shop—or better still—com- 
modity group were found in the 
census volumes. These seem to 
have neglected the rural areas 
entirely so far. Only by 
laborious additions of all the 
town data can one infer by sub- 
tracting from county total the 
total trade in towns with under 
25,000 people and rural areas, 
and even then no data is avail- 
able by shop type 

Shops doing £10,000 a year on 
average are hetter focal points 
for new or higher-priced pro- 
ducts than those doing £6,000—- 
if only from the retail “stocking” 
angle. 

Again, areas with more trade 
per a may be those in which 
material adjustment of the num- 
bers of shops to the competitive 
level has been hindered —— 
wartime and other factors. e 


(Continued on page 356) 
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Every old 
campaigner 


Knows.... 


. . . the value of a barrage at the right time and in the right place. 


When in the battle for sales your attack needs the help of a concentrated barrage of 
publicity, consider the merits of posters 


-.. and, in particular, posters sited by 
David Allens. 


Located to give complete coverage of the 
strategically important areas of Scotland, N.E. 


and N.W. England, North Wales, Northern 


Ireland and Eire, David Allen sites offer you a 
firm base for operations in these essential markets 


for your products. 


Whether carrying out an advance patrol or consolida- 


ting a position already won, poster sites by David Allens 


have a necessary place in your plans. 


David Allen & Sons Ltd., 7 Buckingham Palace Gardens, 
London, S.W.1. Telephone: SLOane 0711. Telegrams: 
Advancement Sowest London. Area Offices in Glasgow, 


Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, 
Dublin 
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THE 
SCOTSMAN 


eee in 


SCOTSMAN influences the 


‘g° . 
PH 
4 


considerable purchasing power 


of Seottish industrial, agricul- 


tural and family markets. 


SCOTLAND’S NATIONAL NEWSPAPER 
MEMBER A.B.C. 


63, Fleet Street 
LONDON, E.C4 


North Bridge 
EDINBURGH 


When Chaucer 
wanted to depict a 
typical 14th Century woman he created the Wife of Bath, 
garrulous, gap-toothed, free-spending on the creature comforts 
of life. Today the Pilgrims would progress by motor coach 
but the Bath housewife hasn't changed much in 600 years ; 
Not so talkative perhaps, and the N.H.S. has seen to her 
dentistry, but she still spends money on what takes her 

fancy. For there's always plenty of money in Bath, thanks 

to the healthy mixture of agriculture and light industries 

and the importance of Bath itself as a shopping and tourist 
centre. This prosperous area should be included in every 
national campaign. The best and most economical way of 
doing so is through the Bath Chronicle at 9/- per $.C_T. 

It is the only evening paper printed in Somerset, and 34,000 

are sold every night 14 copies for every house in the city, and 


ss throughout this County and Wiltshire. 


Get fuli deiaus from 
The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767. 
Glovers 
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RETAIL SALES PER HEAD 
BY COUNTIES (GB 


town tables are, of course, a 
practical necessity for any pre- 


| liminary study of new outlet or 


new “stockist” problems. Due 
regard has, of course, also to be 
paid to the number of people 
served by the existing shops. The 
broad view is given in charts B 
and C (page 354). There are 
relatively fewer (and thus bigger) 
shops in Scotland and the Home 
Counties. The demands of geo- 
graphy and population density 
on service may, of course, con- 
tribute to this. To help assess 


| the S. Wales position, here again 


data on the distribution of shop 
types and sizes are needed. Busi- 


| ness economists will find the new 


| volume helps a little in the ways 


applied above, but it is to be 
regretted that the far more im- 
portant guestimation of sales by 
commodity groups by regions is 
still not yet officially undertaken. 

What use, for instance, is the 
following analysis, taking sales 


in specialist “women’s under- 
wear” shops? 
Standard Region Sales Av. Sales 
(£000's) per head 
(£) 
657 0.21 
BE. & W.R 1,664 0.40 
_ ae 2,625 0.41 
Scotland 1,284 0.25 
Wales 334 0.13 
id. 1,650 0.37 
N. Mid 1,204 0.36 
EB. 731 0.24 
1 xe 928 0.31 
Gt. London 5,909 0.70 
Rest of S.E. 802 0.31 
s. 693 0.26 
Gt. Britain Total 18,481 £0.38 
or 7s. 9d. 
per head 


Either there is something very 
Sinister in the regional differen- 
ces from North to South or 
else, as is perhaps obvious in 
many regions, sales are effected 
to an unknown extent through 
shops defined as drapers, 
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an en AREA— 
128-140 UU 
115-125 Continued 
om Sy 
100 =f} 


The table and this 


chart taken to- 
gether provide 
more retail sales 


detail by counties. 


women’s outerwear, men’s and 
women’s wear stockists, etc., etc. 
How can the business analyst 
use such material, especially by 
town? The only slender uses are 
perhaps to see where specialisa- 
tion might make a new shop 
profitable or to see where 
specialised “retail stockists” 
might prove useful to distribu- 
tion. Still the “straws” provided 
in the new volume can generally 
help build bricks if skilfully used 

if not, then more will be 
“dropped” than will be helpful 
to those making decisions. 
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England (exc. Monmouth) 


£ 
Northern Cumberland 113 
Durham 95 
Lancashire 118 
Northumberland 129 
Westmorland 115 
Yorks: 
E. Riding 104 
ee 101 
WwW. s,, 115 
E. Midland Derby 99 
Hunts 94 
Leicester 121 
Northants 111 
Nottingham 118 
Peterborough 159 
Rutland 79 
South & Bedford 117 
§. Eastern Buckingham 106 
Essex 107 
Hampshire 124 
Isle of Wight 127 
Hertford 113 
Kent 111 
London (A.C.) 196 
Middlesex 115 
Surrey 124 
Sussex E 138 
“—. 123 
(continued on page 383) 
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sell throu 


NEWS 


the FIRST 
and FINEST 


television 
magazine 


Since its first mumber, TV 


NEWS has enjoyed swiltly growing 


success amongst more thoughtful 


viewers. Beautifully printed and 


illustrated on art paper it appeels to 
TV families with wider tastes and more 


substantial incomes. And it appeals to the 


ae So gem whole family with special regular features for women and 
children. TV NEWS readers have money to spend on more than 
jay-to-day purchases. Advertise in TV NEWS 


and guide their spending your way. : 


Send for specimen copy to :— y | = 
A. W. St. John Dillon, General Advertisement Manager, TV NEWS, FORTH) 6 


147 Victoria Street, Westminster, S.W.1. Telephone : VICtoria 6423/4. AT ly 
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EVERY SALES MANAGER knows that young people—particularly 


the dress and home conscious—are more valuable prospects than those who 


are “getting on.” The SKETCH—fortnightly—has flair for features and 


events that appeal to the up-and-coming generation, and its advertisement 
pages can well influence the life-long buying habits of those in the “ spending 
thirties.” This has been confirmed by shrewd advertisers who use 
ILLUSTRATED NEWSPAPERS for cumulative results from the top income 
group, and to sustain quality endorsement; so often of vital importance 
when campaigning in the mass market. Communications should be addressed 
to The Advertisement Director, Illustrated Newspapers Limited, Ingram 


House, 195-198 Strand, London, W.C. 2. 


The ILLUSTRATED LONDON NEWS <- The TATLER 
The SPHERE - The SKETCH + SPORT & COUNTRY 
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‘THE BIRMINGHAM POST, THURSDAY, JULY % 1955 
THE STANDARD BANK OF Financial CHANCELLOR LIFTS BAN ON 
SOUTH AFRICA Notes TRUST CAPITAL ISSUES 
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4 wer To cover the Midlands first cover Birmingham: 


i The Birmingham Post 


38 New Street, London Office: 
Birmingham, 2 88 Fleet St., E.C.4 


Blackheath * Bromsgrove - Coventry ‘* Dudley * Kidderminster * Leamington Spa * Redditch » Tamworth * Walsall and Wolverhampton 
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WILTON EVAN finds 


The mood is 
buoyant 


pets start with a picture. 
Arrowsmith, the talented 
artist of Wolverhampton’s 
Express and Star, who drew 
the graphic study above, called 
it “A typical Wednesbury 
outline.” 

Wednesbury is in the very 
heart of the Black Country, at 
the source of the river Tame. Its 
name means, literally, Woden’s 
place of strength. The district 
is a centre of general and con- 
structional engineering, and its 
chief characteristic is that, while 
in the past it was a foremost pro- 
ducer of iron and steel, to-day 
it is a principal consumer of 
these raw materials. 

So, you see, the wheel has 
turned full circle. And, this fact 
is no more surprising than scores 
of other facts about the Black 
Country. Where, for example, 
do you find some of the most 
modern factories, spaciously 
designed, where modern machin- 
ery has muted the roar of 
industry to a busy purr, and a 
few wisps of white smoke replace 
the mighty belch of smog? 

“In another 10 years,” one 
industrialist told me, “they won't 
call it the Black Country any 
more.” 


of * ok 


But the great industrial dis- 
tricts of Birmingham, Wolver- 
hampton and Coventry, and the 
nebulz of smaller manufacturing 
towns which make up the Black 
Country, are only part of the 
Midlands of England. Around 
them is some of England's love- 
liest scenery, from old-world 
villages in Warwickshire, not 
vastly changed from  Shake- 
speare’s day, to the pastoral 


(Continued on page 368) 


HIS week we shall be dis- 
cussing the sort of market 
with which the manufacturer 
of a radio set would be con- 
fronted, were he to examine 
the “centre” of England: the 
Midlands. Let us first be quite 
clear that, for the purpose of 
this article, we are referring to 
the area which comprises the 
counties of Herefordshire, 
Shropshire, Staffordshire, War- 
wickshire and Worcestershire 
(that is, we are using the same 
definition as that of the 
Government standard region). 
Here live just under four and 
a half million people, half of 
whom are compressed into the 
West Midlands conurbation, set 
in the heart-shaped piece of up- 
lands bounded by three river 
valleys—those of the Trent, the 
Severn and the Stratford Avon. 
What sort of a region is it? 
Perhaps one of the most 
speedy and convenient ways cf 
reminding ourselves of the dis- 
tinctive contribution made by the 
Midlands to our economy is to 
take a look at the list of occupa- 


CLASSIFICATIONS OF INCOMES 
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An ‘Advertiser’s Weekly’ 
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Highly paid workers in 


a big consumer market 


The better to illustrate the nature of the Midlands market, which 
contains a greater number of earners per household than are 
found in the country as a whole, our investigation team have 


considered the marketing problems facing a radio set 


tion grou There are more 
male workers in these occupa- 
tions to be found in the Mid- 
lands than in any of the Govern- 
ment standard regions. 

The location of these workers 
is intimately related to the coal- 
fields which provide much of the 
motive power for industry. Thus 
we have the Warwickshire coal- 
field around Nuneaton and Tam- 
worth, which has given rise to 
industrial development to the 
south of the mines in the 


The sales decline of sound radio 
is thought to be checked. 


BEFORE TAX 


‘acturer. 


Coventry area. Then there is 
the South Staffordshire coalfield, 
to the west of Birmingham, the 
ge of the Midland coal- 
ields, supplying West Bromwich, 
Wolverhampton, Walsall, Dudley 
and Wednesbury. Further west 
is the East Shropshire coalfield 
around Ironbridge, Wellington 
and Bridgnorth and, last but not 
least, the North Staffordshire 
coalficld on the western flanks of 
the Pennines. Here are based the 
world famous potteries. 

Very little coal is actually pro- 
duced in the Black Country 

oper, and the local iron ores 

ave long since been worked out. 

The decline in the iron industry, 
however, released reserves of 
labour and skill which have 
found employment in important 
ge | industries—artificial 
silk, rubber goods, artificial 
jewellery, confectionery, and so 
on. 

The principal industries here 
owe their special characteristics 
in part to the fact that this area 
lies further from tide water than 
any — of the country. 
This proved a handicap to the 
transport of bulky goods and has 


1949-50 


U.K. | 


Total No. of incomes , 20,039,789 


Herefordshire 


Shropshire 


43,967 100°, 87,001 100°, 
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Tel. 2258-9 


THE DERBYSHIRE TIMES 


group 


has the 
LARGEST WEEKLY SALE 
in the 
GREAT INDUSTRIAL AREA 
of the 


NORTH MIDLANDS 


Net sales (A.B.C. Certificate) 
exceed 


105,367 


copies per issue 


Head Offices : London Office : Manchester : 

: E. Greenwood Ltd. Mr. A. Ellis 
sation Saat (Mr. J. Forecast) Cromford House 
Chesterfield 231-2 Strand, W.C. Market Street, 4 


Tel City 5906-8 


Tel. Blackfriars 6987 


The Midlands 
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Photo : Birmingham Gazette & Despatch Lid. 


Towering high into the roof these presses devour 500 tons of steel 
a week for Austin cars. 


stimulated 
small but valuable finished iron 
and steel products—bicycles, 
electrical apparatus, high preci- 
sion tools, and self-transportable 
goods—motor-cars, lorries and 
motor-cycles, 

The Potteries employ two- 
thirds of all the males in Great 
Britain who are engaged in pot- 
tery. Curiously enough, this 
great industry, which makes such 
a valuable contribution towards 
our export trade, originated as 
a sideline—to agriculture. Apart 


from the potteries themselves, 


the manufacture of 


OCCUPATION GROUPS OF THE MIDLANDS 


Shropshire Union Canal linking 
up with the Mersey. 


General Prospects for Radio 
Sets 


“Average radio sales per shop 
have shown a tendency to decline 
over a period of years and the 
decline was particularly marked 
between 1951 and 1952. B.B.C 
research figures suggest that tele- 
vision has won over many radio 
listeners, a fact which must 
gradually affect sales of radio 
receivers.’ This was the rather 


China and earthenware 


Parts and accessories for motor vehicles and aircraft 


Iron and steel tubes .. 

Non-ferrous metals, smelting, rolling, etc 
Iron and steel forgings 

Manufacture of motor vehicles and cycles . 
Machine tools and engineers’ small tools 
Miscellaneous metal industries . 
Electrical machinery . . 

Iron foundries 

Tools and cutlery 


wagons, etc. 


Manufacture and repair of railway carriages, 


Great % of 
Britain Midlands G.B. 
44, 29 66:4 
81,100 42,100 51-8 
39,500 17,700 44-8 
88,300 36,400 41-7 
37,000 14,200 | 38-4 
| 285,600 99,300 | 348 
| 71,100 24,000 | 33-8 
138,600 41,900 | 30-2 
105,600 28,800 273 
| 117,200 31,000 26°5 
40,100 7,900 | 19-7 
76,000 13,200 17-4 


Source —Census of Great Britain 1951, 1% Sample Tables 


there is a host of subsidiary con- 
cerns which supply them with 
machinery, brushes, chemicals, 


| colours, glazes and stains. 


Transport Services 


In certain respects, the Mid- 
lands form the hub of the rail- 


| way system of the country, for 


there are five railway lines cross- 
ing the area from the North- 
West to the South-East. This 's 
also one of the few regions 
where canals have retained a 
little of their former glory, The 
canals which make up the local 
network around Birmingham are 
unfortunately rather too narrow 
and shallow and are consequently 
less important than the canals 
which link up the major navig- 
able routes—for example, the 
Grand Trunk which links the 
Trent to the Potteries; the Grand 
Union Canal linking London- 
Birmingham-The Trent; and the 


Pessimistic note struck in 1952 

Since then, however, a gradual 
checking in the fall in sales 
appears to have taken place. 
Most manufacturers are now of 
the opinion that the decline has 
not only been halted but that 
sales of sound radio are on the 
upgrade again. This is empha- 
sised by recent sales of radio 
sets. 


RADIO AND TV SALES—1953 
(Average number of sets sold per shop) 


| _ Ratio | Television 


Jan. ; | 68 | 10-03 
Feb. 5-64 81 

Mar. $3 | 831 
Apr. 5-68 10-22 
May 7-07 | 18-74 
June 5-86 7:72 
July os ; 7:23 5:96 
Aug. .. , en 619 


Part of the new-found popu- 
larity of radio sets is undoub- 
tedly based on their price. The 
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The Midlands 


MAIN OCCUPATION GROUPS AND AVERAGE 
WEEKLY EARNINGS 


Agriculture, horticulture and forestry 
Coal mining 


Metal manufacture, Engineering and allied 
tra 

Building and contracting 

Transport and communications 


insurance (excl. 
clerical staff) : ; 


Professional and technical (excl. clerical 
staff) .. . ; : : 
Administrators, directors, 


managers (not 
elsewhere specified) : 


Clerks, typists, etc. 


Unskilled (not elsewhere specified) . . 


No. of Males 
aged 15 and over 


Average 
weekly 
earnings 
| (men aged 
21 and over) 


| 
Midlands 


Wes 
Midlands 

c bati: 
only | April 1953 


rs ao . a 


613 2 
126 1 


10 5 4 
916 4 


9 $10 
810 8 


80,000 
47,400 


6,100 


3,700 
| 


} 372,900 238,300 
71,600 


109,400 


31,400 
58,700 


113,200 61,600 Not available 


71,300 37,200 


45,100 
70,500 
151,800 


25,600 
37,200 
88,000 


Sources— 


1. Census of Population, 1951 


2. Ministry of Labour Gazette, September 1953 


reduction in purchase tax from 
66% to SO per cent has been 
coupled with a fall in manufac- 
turers’ prices, to bring the 
majority of radio receivers to 
within a range of £12 to £25 
including tax. 

As pointed out above the 
demand for television sets has so 
far operated to the detriment of 
sales of radio receivers. A little 
research into the sales of the 
latter in areas which had been 
served by television for a fairly 
long period seems to indicate 
that the demand for radios 
becomes steadier in time as 
shown in the following table. 
This factor is especially relevant 
in the Midlands which is now 
adequately served by television 
through the Sutton Coldfield 
transmitter. 


RADIO SALES—1952 


Average number of sets sold per shop 


Jan. 9-05 


The highly competitive nature 
of this market will, however, also 
demand consumer research into 
the characteristics which are most 
likely to appeal to consumers. 
For example, emphasis has re- 
cently been laid on the “trans- 
portability’ of new radio 
receivers in contrast to the in- 
evitably cumbersome nature of 
a television set. 

How far does this impress the 
ag ny customer? Or does 

e look for quality of sound? 
Again, it has been suggested that 
the better tone of reception from 
a new television receiver has 
made owners dissatisfied with the 
quality ef sound from their aged 


radio receivers. 
planned follow-up inquiry on 
purchasers of new radio sets 
should throw valuable light on 
this and questions of more de- 
tailed technical significance. 

In view of the influence of 
television sets on the buying of 
radio receivers it is interesting 
to note the findings of a recent 
survey (reported in the June/July 
1953 Bulletin of the Oxford 
Institute of Statistics). This in- 
quiry does not substantiate the 
popularly held belief, fostered by 
the crop of aerials to be seen on 
housing estates, that television :s 
more favoured by the working 
classes than by the middle classes. 

According to the survey, the 
higher the income, the larger is 
the proportion of people who 
own a television set. Another 
relevant finding was that tele- 
vision sets appeared to be just 
about as popular as washing 
machines or cars at the time of 
the survey. In other words, 
there is still a large section of 
the population unaffected by tele- 
vision. 


The Size of the Market 


In the Midlands there are 
1,255,000 separate households, 
each of which represents at least 


A carefully 


Emphasis is being placed on the 
transportability of radio sets. 
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AT LA8T Rowley Regis and Halesowen have their own newspaper! 
You can now advertise in this busy industrial area, pop- 
ulation 100,000, in the only paper exclusively circulating 
in the district. 


The Weekly Circular, 53 Halesowen 8t., Blackheath, Birmingham. Phone: BLAckheath 1637 


ATHERSTONE}=THE HEART OF THE 
NORTH WARWICKSHIRE COALFIELD 


Reach the families with the bulging 
pay packets through the 


Atherstone Mews 


(Only paper printed and published in the town) 


ESTABLISHED 1886 
Advt. Manager: L. B. Cross 


Head Office: Phone ATHerstone 2/5! 


90 Long Street, ATHERSTONE 


366 


For coverage of a _e W. Midland Area 


COALVILLE TIMES 


SERIES 


THE 


The weekly newspapers covering 
N.W. LEICESTERSHIRE—S.W. DERBYSHIRE 
MINING - ENGINEERING - AGRICULTURE 


B.251 
ABC 
and still increasing 
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SOCIAL CLASS OF HEADS OF HOUSEHOLDS 

| |W. Midlands 

| G.B. | Midlands } Conurbation 
| No, of of | |. No. of 

| households % Pon % \|households| % 
| Total 14,481,000 | 100 | 1,255,000 | 100 637,900 


" 
thi 
IV 


Vv - 
Not classified 


Class Group of 
' Head of Household 


receiver. 


— of 


significant 
among the 


vided by 


whole. 


one potential owner of a radio 
Furthermore, a higher 
proportion of these households 
| are classified as belonging to the 

middle social class groups, than 
is the case for the rest of Great 
Britain, and it is in those groups 
that the mass purchasing power 
resides to-day. 

Further light on the buying 
inhabitants of the 

idlands may be obtained from 
the table which gives the average 
weekly earnings of men in the 
main occupation groups. 
that the 
groups—those covering workers 
in metal manufacture, engineer- 
ing and allied trades—are also 


Source—-1951 Census. 


It is 
largest 


highest paid of 


industrial workers. 

An additional fillip to family 
incomes in the Midlands is pro- 
the above average 
proportion of women, especially 
in the West Midlands ccnurba- 
tion, who are in paid employ- 


ment. The actual percentage 
figures are: 
Gt. Britain 346 
Midlands 38°8 
W. Midlands 42:2 


It is this factor which gives 
the Midlands a greater number 
of earners per household than 
are found in the country as a 


The Retail Outlets 


When we come to consider the 
number of outlets available for 


1% Sample 


Midlands craftsmanship is splen- 
didly portrayed in this picture 
taken by a Birmingham Gazette 
and Despatch Ltd. cameraman. 


oportionately greater number 

ordinary radio and electrical 
goods than Great Britain as a 
whole, but proportionately fewer 
outlets which also provide repair 
facilities. 


Media Facilities Available 

Current readership research 
indicates that the local daily 
evening press enjoys a particu- 
larly favourable position in the 
Midlands, the figure for area 
readership in this respect being 


NUMBER OF EARNERS PER HOUSEHOLD 


Total 


No. of carners—- 
0 ie 
1 


3 or more 


Midlands 
No. of No. of 
4 households > 4 


the retailing of radio receivers, 
we find that the Midlands possess Whereas evening newspapers are 


ple nle Tables 


higher than the national average. 


Ditto, with repairs . 
TOTAL 


Radio and electrical a 


| Great Britain | 


Midlands 
No. of Per 10,000 No. of Per 10,000 
outlets population outlets population 
5,774 1-18 585 1-32 
- 2,366 0-48 140 0-32 
; 8,140 1-66 725 4 


Source—1950 Census of Distribution 
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have the 
capacity in physical space 


and creative ability 
to efficiently 


service 
new accounts 


in both 
the technical 

and 
consumer 
= markets 


For all enquiries 
referring to advertising 

contact 

S. D. TOON & HEATH LID. 

Incorporated Practitioners in Advertising 
WINFIELD HOUSE, SOLIHULL, BIRMINGHAM 
Telephone: Solihull 1144 & 3214 


For all enquiries referring to 

Booklet and Brochure design, Art work, Sales 
promotion, Exhibition Stand design, 
Technical Publications and Industrial design 
contact 

S. D. TOON & ASSOCIATES LTD. 

at COPT HEATH STUDIOS, KNOWLE 
Telephone : Knowle 2958 
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NO OTHER MEDIUM 
can offer you adequate 
coverage of prosperous 


COVENTRY 


and neighbouring towns. 


% OVER EIGHTY PER CENT 
of the copies of “ The 
Coventry Evening Tele- 
graph” are delivered to 

readers’ homeseach evening. 


Ask for specimen copy and rates— 


COVENTRY NEWSPAPERS LTD. 
Quinton Road, Coventry 


London Office—80 Fleet Street, E.C.4 


Telephones—Coventry 5011; 
London, Central 2695 


vvvvVvVvVvVvVv 


vvvVvVvVvv 


Stratford upon Avon 
Herald 


The weekly in which you are advised 
to reserve your space well in advance 
because of the demands of local advertisers. 


YORK HOUSE ROTHER STREET STRATFORD UPON AVON Tel 2034 


Mn Me, Mn A A Mn, A A An, Ln, A, Ml, A A, ln. Ln, A, A. Ml Jl, 


On Fridays (publishing day) the manager of the Melton Times 
lunches at a restaurant. At 9 out of 10 tables a newspaper is 
being read. At 8 of those 9 tables the paper is the 


MELTON MOWBRAY TIMES 
LEICESTERSHIRE 


it's worth advertising in a paper that 
is read isn't it ? 


Melton products such as pies, water pipes, dog food, cheese, 
and plastics go all over the world: so does the Melton 
Mowbray Times. 


The Midlands 


NovemeeRr 12, 1953 


|When in this country last 
|\summer members of the 
| Australian cricket team were 


interested in the 27-in. TV set 
made by the Pye company. 


| read by 65:2 per cent of the total 
jadult population in all regions, 
| the corresponding figure for the 
| Midlands is 65°8 per cent. 
The area press provides us 
with two daily mornings and 
two evening papers of great 
|repute in the Birmingham area. 
|A further morning paper circu- 
| lates in Leamington, while daily 
evenings are also published in 
| Wolverhampton, Stoke-on-Trent, 
| Worcester, Nuneaton, Burton-on- 
Trent and Coventry. As a means 
of testing the reading and noting 
value of different advertisement 
| presentations, several of these 
|newspapers offer particularly 
| excellent facilities, since the cir- 
culation by homes in close-knit 
areas is extremely high. 
| Weekly newspapers, too, are 
strongly entrenched and would 
obviously be included in any 
well-planned local compaign. 
In towns with population over 
10,000 there are close on 300 
cinemas. According to the Board 
of Trade Journal nearly 700 
|cinemas are to be found in the 
North Midland and Midland 
| regions, but it must not be for- 
| gotten that this area somewhat 
exceeds in size the area with 
| which we are now concerned. 
| Nevertheless, it is evident that in 
| the cinema there exists a strong 


| 


advertising medium for selling 
our product in the Midlands. 

Again, extremely: valuable 
facilities exist for the use of 
poster campaigns. In the Mid- 
lands there are several compact 
areas which provide particularly 
favourabie opportunities for 
testing the selling power of this 
medium. 

The advertiser, therefore, should 
have no fears concerning the 
effectiveness of the local media 
at his disposal. He has avail- 
able, at reasonable cost, the 
means of bringing his message 
into every home in this great 
and important area. 

Analysis of the average in- 
comes per head before tax is 
possible only for the year 1949- 
50, and this is reproduced in the 
table on page 361. 

This table illustrates clearly 
the greater wealth of the “indus- 
trial” counties of Warwickshire, 
Staffordshire and Worcestershire, 
as compared with “agricultural” 
Herefordshire and Shropshire. 

A certain amount of care must 
be exercised in interpreting this 
income table, since the incomes 
include profits, professional earn- 
ings and income from property, 
in addition to wages and salaries. 
Further, it should be realised that 
the allocation to counties was 
made by reference to the main 
place of assessment, which may 
or may not coincide with the 
county of residence. 

Finally, we must also take into 
account the redistributive effect 
of taxation and this is shown 
very clearly in the following 
table which indicates the pro- 
portion of total incomes left after 
tax: 


Percentage of 
Range of Total Total Income 


Income before Left after 


Tax Taxation 
£135—150 100 
£150-—250 97 
£250-— 500 95 
£500 750 90 
Over £750 66 


@ WILTON EVAN FINDS THE 


MOOD IS BUOYANT— 


| continued from page 36! 


pleasures of the Cotswolds; from 
Derbyshire’s rolling dales to the 
serenity of Sherwood 
Such beauty spots have 

strong tourist appeal, but the 

shrewd student of marketing 
will be the first to appreciate 
| that here, in well-groomed en- 
| wirons, dwell many of the big 
industrialists and top execu- 
| fives. 
Geographically the area is of 
great variety; it covers many 
| districts very different in charac- 
ter and outlook —but the millions 
l|who live in these compact mar- 
| kets are a most natural target for 
the advertiser. 


| Money is plentiful and the 

| mood is buoyant. Enterprise ‘s 
in the air. 

# * # 


Birmingham Exchange, where 
{ businessmen used to deal in coals 


and metals, will open as a 
permanent exhibition hall in 
February where 200 engineering 
firms will show their latest pro- 
ducts to visitors. 

Says Christopher J. Graze- 
brook, president of the exchange: 
“The old basic industries are 
moving away from this area, 
with the result that the Midlands 
are rapidly becoming one huge 
engineering shop. We feel we 
can be of use to engineering if 
we provide a shop window.” 

Its main theme will be “ex- 
port,” and every encouragement 
will be given to foreign trade 
representatives and consuls—-of 
whom there are 30 in Birming- 
ham—to visit the centre, to see 
displayed under a single roof the 
many and varied engineering 
products of Birmingham and the 
Black Country. 
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NOVEMBER 12, 1953 


The Midlands 


In a press quiz WILTON EVAN surveys 


the publishing scene, and gives 


Marketing tips for 
the media man 


Wuich newspaper has held 
a T.C. order longest from 
a local advertiser? 


Back in 1896 when the Morn- 
ing News was founded at Leam- 
ington, the firm of Burgis & 
Colbourne Ltd., then a relatively 
small general store, booked a 
front page title panel. To-day 
that T.C. order is still in opera- 
tion, the firm never having been 
absent from an issue. Indeed, 
the space is now regarded ex- 
clusively as the “property” of 
Burgis & Colbourne Ltd., who 
to-day rank as the leading store 
of their kind in the district, and 
perhaps in the Midlands. 


aK * * 
Which is the newspaper 
printed nearest the centre of 
England? 


The Atherstone News claims to 
be, for right opposite its front 
door is an ancient milestone 
which states—‘London 100 miles. 
Liverpool 100 miles. Lincoln 
100 miles.” 

The exact centre of England is 
an evergreen controversy. A re- 
cent geographical survey gave the 
centre as a point on the Watling 
Street two miles south of Ather- 
stone—which makes the Ather- 
stone News still nearest to the 
heart of England. 

Some of the advertisers in the 
first issue of the News in 1886 
are still there regularly. 

a * a 


Which paper can 
best “saturation” coverage? 

In the borough of Walsall 
there are 27,180 houses. The 
Walsall Observer sells 30,490 
copies in the borough. Its total 
net sale is 44,477 (A.B.C.), 


* * * 


claim the 


Which county weekly has the 
largest net sales in England? 

The Derbyshire Times, which 
celebrates its centenary next year, 
with an A.B.C. certificate for 
81,890 has surely the prior claim. 

The five papers of the Derby- 
shire Times group which cover 
the county of Derby (excluding 
the county town), the Peak dis- 
trict, the whole of the Midland 
area and the border areas of 
Nottinghamshire, South York- 
shire and Staffordshire, have net 
sales of 104,371. Many adver- 
tisers have been regularly adver- 
tising with this firm for 40-50 
years; perhaps the oldest is Eyre 
& Sons, furniture dealers. 

A great feature of the paper 
is “smalls” and auctions. Replies 
to box numbers average 350 to 
400 weekly. 


Which advertiser has secured 
the biggest percentage turnover? 

Two retailers who have taken 
over small centrally situated busi- 
nesses within the last four years 
and have been regular weekly 
advertisers in the Coalville Times 


report turnover increases as 

follows: 

(a) Wines and spirits, home 
decorating (adjacent shops), 
up 400 per cent. 

(b) Men's outfitting, up 800 per 
cent 


(This particular client has never | 


taken spaces larger than 6 in. 
d.c.) 
ok Eo ok 


After opening a ladies’ gown 
showroom on a first floor with 
entrance through a_ jeweller’s 
shop a local lady decided to try 
a 5 in. dc. advertisement for 
a month in the Lichfield 
Mercury. In the words of the 
advertiser “the response was so 
amazing” she decided to book 
the same space for 12 months, 
and has since built up a most 
flourishing business. 

Local tradesmen have _ in- 
creased their advertising orders 
with the Mercury during Septem- 
ber and October by 50 per cent. 

Three tradesmen have retained 
the same position weekly for 
their advertisements in the 
Mercury for the past 20 years. 


Assistant 
‘had a bash’ 


When an_ advertisement 
representative of the “Tewkes- 
bury Register and Gazette” 
called on a local radio dealer, 
the owner of the business was 
out. 

“The Guv’nor is away and, 
as you know, he doesn’t be- 
lieve in advertising,” said an 
assistant. 

After further conversation 
the assistant decided to “have 
a bash and risk the conse- 
quences.” 

He took an advertisement 
which cost 36s. ... . and, 
much to his surprise, it sold a 
television and a radio set. 

So he took another adver- 
tisement for 24s. The sale of 
a £100 radiogram was traced 
to this advertisement. 

“I admit I was wrong about 
advertising,” said the retailer, 
smiling broadly when the 
representative next 
“Now mind, in future, to give 
me a look in regularly.” 
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wme in the Midlands the 


BURTO\ DAILY MAIL 


isa MUST 


For any 


Largest circulation in Burton 
Prosperous South Derbyshire Coalfields 


A.B.C, Figures Jan. to June 21.077 daily 


The ‘Burton Observer” is one of the 
best illustrated weeklies in the country. 


Ask the Advertising Manager to send you a Rate Card, 


65 68 High Street, Burton-on-Trent 
Tele.: Burton 3485, 
London Representative: E. Greenwood Ltd., 


231, Strand, W.C.2 
Tele.: CITy 5906. 


Loughborough Erho 


13.692 


(A.B.C. Certificate) 


A LIVE PAPER IN A LIVE DISTRICT 


Rate card on application 


Head Office: LOUGHBOROUGH 


Tel. 4343-4 


CANNOCK | 


Telegrams: Echo 


a | 


ADVERTISER 


| _Cowers the whole of 


LATION 
65,000 


CANNOCK CHASE 


POPU 
STAFFORDSHIRE | OVER 
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ADVERTISER'S WEEKLY 


In the “Heart of England” 


HINCKLEY TIMES AND GUARDIAN 


Net Sales 12,734 ABC Certificate 
Every week the circulation increases. 
Immediate Population: 


Urban Area — 39,088 
Rural District — 25,250 


Hinckley is one of the world’s greatest nylon and silk stocking 

centres. Boots and shoes are also manufactured extensively in the 

area The newspaper covers the Bosworth and Lutterworth 
agricultural districts 


Advertising Rates on application to: 


HINCKLEY TIMES AND GUARDIAN 
26 Castle St., Hinckley. Phone: 243 Hinckley 


or 
London Office: 80 Fleet St., London, E.C.4. Phone: Central 7500 


SERIES 


FOUR FAMILY WEEKLIES 


@ LONDON OFFICE: 143 FLEET STREET, E.C.4. 


The Ad Director at either address will be happy to tell 
you why we are the best value for money in the Midlands. 


| extensive 


@ HEAD OFFICE: ST. STEPHEN'S ST., BIRMINGHAM 6. 


For press relations and 
house magazines, why 
not consult the man 
on your doorstep: 


GEORGE BARTRAM 


6 LIVERY STREET, BIRMINGHAM, 3 
Phones: CEN 1871. (Day) 
GRE 2290. (Night) 


Established 1920 
New 
iati NATIONAL AND 
appropriations PROVINCIAL 
embracing trade advertising aimed PRESS 
at plumbers, heating and ventilating ADVERTISING 


engineers, sanitary engineers and 
builders etc. should certainly include 
the foremost technical and trade 
Journal. Published continuously for 
the last 75 years. 


“THE PLUMBER 
& JOURNAL of HEATING” 
32 Finsbury Square, London, E.C.2 


Specimen copy and rates 
with pleasure 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


NEWCASTLE-UNDER-LYME 
has a population of 75,000. The 
weekly paper for this prosperous 
borough is the 
NEWCASTLE-UNDER-LYME TIMES 
Head Office: 

51-55 Liverpool Road, Stoke-on-Trent | 
Lendon Office: N. Smale. | 


PUBLICITY 


Accredited Advertising Agents 


TELEPHONE 41358 


BOSWELL 


_ 


BILBIE ST. NOTTINGHAM 


Wilton Evan in the Midlands 


Novemser 12, 1953 


Spotlight on 
Derbyshire 


ERBYSHIRE is not only one 
of England's most pic- 


| turesque counties but is one in 


which trade is usually good 


| owing to the great diversity of 
| industries 


In addition to coal mining 
there are extensive ironworks and 
blast furnaces; large engineering 
works; surgical dressing and box 
making (this firm employs over 
3,000 women); pottery and china; 
sweet making; and a new in- 
dustry manufacturing pre-fabri- 
cated housing. 

In the north and the south are 
cotton mills, — the 
chief of these belonging to the 
English Sewing Cotton Com- 
pany; hosiery and textile mills. 
The nylon stocking industry is 
flourishing also here. On the 
east side and the west there is 
extensive agriculture and in the 
Peak area quarrying, cement and 
limestone works employ large 
numbers. 


Housing Development 


Indicative of the opportunities 
which present themselves to fur- 
niture dealers and all who supply 
requirements for the home is the 
pace of housing development. 

Perhaps the advertisers who 
are reaping greatest advantages 
at present from the multiplicity 


| of businesses are the furniture 


Housewives in the Midlands 
comment enthusiastically on im- 
provements in the standard of 
retail trading. There has been 
considerable progress in the re- 
building and reopening of. shops 
and stores on bomb-damaged 
sues. 


dealers. Chesterfield Corpora- 
tion, for example, have com- 
pleted up to July, 2,189 houses, 
which, of course, have been 
occupied as soon as ready, in 
addition to which there are 1,219 
houses in the borough in course 
of erection, which will soon be 
finished. 

In the immediate area outside 
the borough, controlled by the 
Chesterfield Rural District Coun- 
cil, 230 temporary bungalows 
have been erected, 2,313 per- 


| manent houses of various types 


erected by the R.D.C., 398 by 
private enterprise, 2,411 by the 
Sheffield Corporation building 
houses inside the Chesterfield 
rural area, and 174 by the Coal 
Industry Housing Association. 
This makes a total of 5,526 
houses, all of which are occupied. 
In addition 1,008 are in the 


| course of construction, 700 others 


are also being built by private 


| enterprise by the Coal Industry 


Housing Association, while hun- 
dreds more are being put up by 
Sheffield Corporation inside the 
Derbyshire area. 


{trip takes in Los Angeles 
‘ 
Members of the staff are 
, 


¢ “We've never taken our-{ 
4a recent advertisement. 


} Thrussells 
4agents, Auger & Turner, it is 


{light-hearted appeal. 


Corporation Street, Birmingham's 
main shopping centre. 


—eoeoee 


~7eros 


‘Friendly’ ad.} 
} brought him 
} 50 miles 


If we'd known you were 

coming we'd have baked a 
cake. ... 
4 This was a recent headline 
for a press advertisement by 
Albert Thrussell Ltd., men’s 
4 wear retailers in the Mid- 
4lands. Copy explained that, 
Jat all events, the friendly 
4atmosphere of their shops; 
} was such that often callers‘ 
: 


‘ 


were given a cup of tea. 

» On the day this advertise- 
ment appeared one branch 
served cups of tea all day. 
}Among their customers was} 
¢one who came 50 miles “just? 
to see what you were like.” 
} Thrussell’s domestic affairs { 
are often capitalised in their? 
advertisements. When the? 
managing director left on a4 
world buying tour recently? 
the advertisements featured} 
his departure. It was men- 
tioned that “the big white 
‘chief had assured everyone it 
was strictly business—but the { 


(sob), Fiji (sob) - « and 


Honolulu (sob)... .” 


to be featured in a “profile 
series.” { 


selves too seriously,” stated 


But, from the _ response,? 


have told their) 
evident Midlands folk like af 


UNIQUE COURSE 


The Department of Physics 


and Mathematics at the Birmine- 
ham College of Technology has 
started an evening course-—the 
first of its kind in the Midlands 


to show technical executives 


the latest developments in indus- 
trial techniques. 
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— TxG moving 


to 167 HIGH HOLBORN 


London WCL - COVent Garden 2771-2-3 


A growing list of clients who appreciate the T&G 


approach to advertising dictates a change to larger 
premises. We open ‘167’ on November 16, and shall 
then be glad to explain the T & G service to advertisers 


interested in an agency whose clients include 


BAKELITE LIMITED 
BORAX CONSOLIDATED, LIMITED 


BRITISH THOMSON-HOUSTON 
COMPANY LIMITED 


CARRON COMPANY 
COPPER DEVELOPMENT ASSOCIATION 


THE ENGLISH STEEL 
CORPORATION LIMITED 


“THE FINANCIAL TIMES’ 
FREMLINS LIMITED 
HENRY WIGGIN & COMPANY LIMITED 


HOLLAND & HANNEN AND 
CUBITTS LIMITED 


INTERNATIONAL COMBUSTION 
LIMITED 


LIMESTONE FEDERATION 


Member of th 


METROPOLITAN-VICKERS 
ELECTRICAL COMPANY LIMITED 


MILLS & ROCKLEYS LIMITED 


THE MOND NICKEL 
COMPANY LIMITED 


RILEY STOKER COMPANY LIMITED 


SMITH'S AIRCRAFT 
INSTRUMENTS LIMITED 


SPARROW, HARDWICK & 
COMPANY LIMITED 


TAYLOR WOODROW (BUILDING 
EXPORTS) LIMITED 


VICKERS LIMITED 
VICKERS-ARMSTRONGS LIMITED 
WARERITE LIMITED 


TECHNICAL AND GENERAL 


ADVERTISING AGENCY LIMITED 


Incorporated Practitioners in Advertising - 


London Press Exchange Group of Companies 
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Trade and Technical Press Viewpoint 
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In his monthly review SCRUTINEER draws attention 


to the fact that among the trade and technical press . . . 


Exhibitions and contests are 


rapidly gaining support 


PECIAL issues of many 
weekly trade journals are 
so bulky these days that they 
rather come under the cate- 
gory of “books” rather than 


“papers.” And the number 
of occasions on which these 
mammoth issues are pub- 


lished is increasing. On many 
sides, advertisers are being 
approached to take space in 
numbers which throw the full 
beam of the spotlight editor- 
ially on trade events which 
previously were not given any- 
thing like such prominence. 
The events are being built up 
for business. 

Indeed, the idea of trade 
journals themselves staging ex- 
fibitions and national com- 
petitions is rapidly gaming more 
and more support. 

Ihat these special numbers are 
a paying proposition is evident 
from their size, but they have 
brought with them a host of 
problems for the publishers. One 
of the biggest headaches is bind- 
ing, especially in the case of the 
smaller format journals. When 
the number of pages goes beyond 
150 there is a tendency for the 
normal methods of binding to 
restrict opening and to neces- 
sitate the holding down of pages 
to prevent them springing back 

In its 244-page Shoe and 
Leather Fair preview number, 
Shoe and Leather Record ove 
came this binding problem most 
effectively. In a loose supple- 
ment containing the week's later 
news, the journal told readers 
that the main issue was specially 
bound to permit a perfectly flat 
opening at any page. It was 
added that the method employed 
besides being more costly, occu- 
pied more time and necessitated 

oing to press earlier than usual, 
lence, the late news supplement. 

On the same publication day 
came the Pair preview number 
of Shoe and Leather News. In 
this case the 312 pages were all 
bound together in the normal 
way and served, quite uninten- 
tionally, to illustrate the greater 
convenience of its rival's special 
binding. However the News 1s 
to be congratulated on a really 
magnificent effort. 

This binding problem of a big 
issue is Overcome by some trade 
journals carrying the — special 
feature (editorial and advertise- 
ments) in a separate supplement. 
A recent example was the 64- 


page “Tots to Teens” feature 

inserted loose in a _  104-page 

issue of The Drapers’ Record. 
Ed 4 a 


UCH as I applaud enter- 

prise and initiative, I can- 
not commend a recent publicity 
effort in the trade press, under- 
taken by a manufacturer of men’s 
clothing, although my first reac- 
tion to it was quite favourable. 

A telegram reproduced as a 
half-tone in the editorial pages 
of the Outfitier caught my eye: 

“Dear Editor.—Preliminary 
advertising for our new inset 
drop belt ~=loop __ trouser 
appeared in the Outfitter to- 

day. Orders totalling 5,000 

garments received within four 

hours of publication. -Frame 

Clothing, Reading.” 

I can well imagine the editor's 
pleasure on receiving such a 
message. He told his readers 
And a 


“This shows it pays!” 

jolly good idea, too. 
But what a nasty shock it must 

when he 


have been to him 


A big edition of “Shoe & Leather 
Record” reported the recent fair, 
with some attractive illustrations. 


opened his competitive journal, 
Men's Wear that week and found 
the self-same telegram published 
there (with the name of the 
journal changed of course). 

Whether it was by luck or 
intention I don’t know, but Men's 
Wear came off quite well in this 
little episode. They quoted the 
telegram with the bare facts, in 
a box headed “Without com- 
ment,” at the bottom of a page 
entitled “Current comments on 
the trade press.” 

The whole point is that the 


many retailers who read both 
journals could not fail to see 
through this stunt on the part of 
the advertiser or his agent, 
making it bad for the papers 
concerned. 
Bi aK ok 

HEN the Grimsby trawler 

“Thornwick Bay” sailed for 
the White Sea fishing grounds 
recently she had on board 25- 
year-old Derek Goozée, assistant 
editor of Fish Trades Gazette. 
Ihe purpose of his voluntary 
assignment is to enable the jour- 


nal to give its readers a real 
description of the conditions 
which the fishermen have to 


undergo to bring home the fish 
which is often said to be “too 
dear” (see photograph above). 

The journal comments that a 
number of members of the trade 
have made this trip before and 
what they have had to tell on 
their return has been of great 
enlightenment to those who have 
not had the experience. The 
voyages, however, have mostly 
been under more favourable 
conditions and in more up-to- 
date vessels than that now em- 
barked upon: “On this occasion 
we hope to be able to present 
as true and real a picture as 
is possible of the everyday lives 
at sea of these fishermen in an 
average type distant-water 
vessel.” 

Bo Ba 
REPRESENTATIVE of 
Compressed Air went with 

delegates from the British Com- 
pressed Air Society on a visit to 
Swedish industrial establishments 
recently, and the journal carried 
an exclusive illustrated report of 
the trip Hosts to the party 
were A.B. Atlas Diesel, of Stock- 
holm, of which the Atlas Diesel 
Co., Lid., of Wembley (a mem- 
ber of the Society) is a sub- 
sidiary. 
* Bo a 
IM of the publishers of 
Cleaning and Maintenance, 
a new monthly, is that it should 
be the link between bulk buyers 
and suppliers of services and 
supplies—the first journal of its 
kind in the industry. 

The infinite variety of subject 
matter with which a cleaning and 
maintenance engineer must keep 
himself informed is revealed to 
some extent in the first issue. 
They are as diverse as cleaning 
exterior stonework and the ex- 
termination of pests; an eco- 
nomic and agricultural survey of 
polish ingredients, and the re- 
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= a 
moval of fluff from underground 
railway tunnels; a study of food 
hygiene problems and an analy- 
sis of synthetic detergents; advice 
on brush maintenance and the 
fatty acid contents of soap. 

As the leading article declared, 
the journal certainly should save 
time “by eliminating the search 
for odd scraps of information 
appearing in publications special- 
ising in other subjects.” 

ok oe K 

OR the first time since Sep- 

tember, 1939, Canning and 
Packing in October appeared in 
its own covers, and separate 
from its companion journal, Tin- 
Printer and Box Maker. On its 
own again, it will cover the pro- 
cessing and packing of food and 
other products in cans, drums, 
cartons, bottles, jars, transparent 


films, plastics and other con- 
tainers; machinery; packaging 
materials; closures; labelling; 


pack designs; technical and com- 
mercial developments in canning 
and packing, and information 
from home and abroad. 


The Tin-Printer and Box 
Maker will continue as_ the 
specialised magazine covering 


the manufacture of cans and 
metal boxes; printing and deco- 
ration of sheet metals; tin-box 
making machinery; high-speed 
can making machinery; metal 
decorating and printing machin- 
ery; the raw materials—tinplate, 
aluminium, solder, sealing com- 
pounds, printing inks, coatings 
and lacquers; statistical informa- 
tion and trade news. 
of aK ok 


RETURN to its” pre-war 
size (114 by 84 inches) has 
been made by Hotel Manage- 
ment which has been completely 
re-styled. It is on art paper. 
The October issue contained a 
special carpet supplement, with 
many of the 120 pages in full 
colour. 


*K ok 
ECAUSE the recent meeting 
of the’ British Pharma- 


ceutical Conference was the 90th 
in the series, was being attended 
by an unusually large number of 
overseas visitors, and was being 
held in the capital, the Chemist 
and Drugeist provided a daily 
news service to those attending. 
Special arrangements were made 
with the printers to produce an 
eight page bulletin each night 
and deliver copies to the head- 
quarters hotel before the day’s 
proceedings. The innovation 
was greatly appreciated. 
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THE RETAILER)IS TOO BIG 
TO PUSH-AROUND 


He and his 


campaign, 


“0 { 
a Shrug Any interest 


Make ifr with the retailer and keep 


GET IN WITH THE TRADE IN 


(45,000 EVERY WEEK) 


KINGS BOURNE HOUSE, 229-231 HIGH HOLBORN, LONDON, W.C.! 
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ROOSTER 
PUBLICITY LTD. 


MITCHELL 
ENGINEERING LTD. 


(Food Machinery Division) 


..to tell food manufacturers and can- 
ners about the JONES-MITCHELL 
Patented Hydro-System Process Pea 
and Bean Canning Equipment. These 
units can be fitted into any existing 
layouts and form complete canning 
lines, saving considerable space. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W.|I 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 


9 EDEN ST + LONDON + N.W.1 
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Technical Print Review 


374 


articles he is to write R 


There is no need 
to be funereal 


ERE is a wide field of 

printing design about 
which little is written. It is 
that field, which, for the sake 
of brevity, we _ will call 
“Technical Print.” It is that 
mass of typography which the 
public never see but which 
comes daily into factories and 
industrial concerns. Although 
much of it is mediocre, there 
is a spark or two of light here 
and there. Occasionally there 
is a really brilliant piece of 
production. 

Let us take a batch—chosen 
purely fortuitously to indicate 
what goes on. But let us enter 
this point first before we become 
too critical—-much_ = of __ the 
material to be handled is very 
dull, 

So we must give credit where 
credit is due, even if the work is 
not up to Festival of Britain 
standards! 

Newman Industries Ltd., 
Yate, Bristol, 


of 
produce motors. 


THE SUN ENGRAVING CO LTD 
ee ee ee 
MILFORD Me oe ane 
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"eh LANH STRAND FE, 
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interesting effects. Bad marks, 


In the first of a monthly series of 


surveys a batch of technical 
publications and concludes. . . 


OGER DARCY 


Their latest catalogue of Flame- 
proof Motors is a competent 
job, which occasionally reveals 
a touch of esthetic appreciation 
of a high order. One thing 
which the designer could do 
nothing about was the “New- 
man” nameplate which, while 
not particularly revolting, is not 
very modern 

So the front cover (see above) 
is just spoiled by that plate. That 
screen background, the panel of 
black running across the centre, 
the extended Egyptian type 
giving the feel of industry and 
even the photograph cut-outs of 
the motors are good. Inside 
there is a double spread opening, 
repeating the Egyptian style face, 
this time in depth. Neat, clean 
sans type matches well in the 
index, but again there is that 
obtruding nameplate. 

Inside there are sore com- 
mendable touches, Cut-out 
panels contain Bodoni _ type 
which goes well on the good 
quality paper. The little trade 
mark “FLP” in a crown is 


In this the Sun > arp Company show how, with clever handling, 
the prosaic line block and coarse screen tone can produce the most 


however, are meted out for the 


“Typography and Typesetting’ section. It was a crime for someone 
to recommer.d Bookman Bold Condensed. 
more ivautiful type jaces from which to choose. 


There are very many 
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printed in reverse on a sprayed 
red background which somehow 
gives the impression of fire. 
What might be an extremely 
dull table of figures is made 
brighter by reverse blocks and 

Bodoni type, and diagrams are 

cleverly enlivened by a screen 

background in a_ different 
colour. 

One thing only is redolent of 
the past and that is the airbrush 
work behind the photographs of 
the actual motors in an attempt 
to throw them in relief. There 
are many other ways to-day of 
doing that. 

A creditable job this, but 
Newman’s are advised—throw 
that airbrush away, and get that 
nameplate redesigned. 


* 2k 4 


WE might expect the Sun En- 
graving Co. to be prett smart 
with their publicity. The Se Sep- 
tember Sun Engraving dn 8 
is just that. In it they show 
how, with clever handling, the 
prosaic line block and coarse 
screen tone can produce the most 
interesting effects. | Newman’s 
might well study this with 
advantage. 

Good marks for the materia! 
on blocks, but bad marks on 
the “Typography and _ Type- 
setting” section of the quarterly 
To recommend Bookman Bold 
Condensed to anybody these 
days when there are so many 
more beautiful type faces around 
is a crime. 


* * Bo 


I DON’T know what to make 
of the new catalogue put out by 
the Renold and Coventry Chain 
Company Ltd. Full title is 
“Renold Power Transmission 
Diagrams and Technique” and 
it contains “Scale Tracings and 
the Nomogram referred to on 
page 50.” 

I am told this new catalogue 
includes information on_ the 
basic principles of chain as a 
medium for power transmission. 
I am prepared to believe that, 


(Continued on page 376) 
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JOURNALS OF INFLUENCE and 
PULLING POWER 


Devoted to reducing fuel costs 
“THE STEAM ENGINEER” is the 
foremost medium for advertising 
steam power plant and 
auxiliaries. 
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4 
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INDUS Tp, 
AL HEA 


“THE INDUSTRIAL HEATING 
ENGINEER” reaches all who 
are responsible for the heating, 
air conditioning and ventilation 
of INDUSTRIAL Works, Institu- 
tions and Public Buildings, etc 
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| completed project. 


JOHN D. TROUP LTD. 


90 HIGH HOLBORN, LONDON, W.C.1 | 


Phone » CHAncery 7856/7/8 


THE MERCHANT SHIPPER | 


The Journal for Export Management 


The only monthly journal which keeps the Export | 
Manager up to date with all the latest changes in 
Export Procedure. 


Regular monthly articles on Export, Finance, Law, | 
Insurance, Export Packing, Sea and Air Transport. 


Manager then use the advertising columns of The 
Merchant Shipper. 


Send for a specimen copy and rate card to: 


The Merchant Shipper, 26/28 Billiter $t., London, E.C.2 
Telephone No. Royal 5322 


If your product or service is of use to the Export 


A reliable medium for HOME 

& EXPORT advertising, reach- | 
ing the firms that matter, read by 
executives in all branchesofthe | 
Metal and its allied industries. | 


TWICE WEEKLY 
TUESDAYS & FRIDAYS 


BULLETIN, 
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Published by 
METAL INFORMATION BUREAU LTD. | 


Birkett House, 27 Albemarle St., London, W.1 
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Technical Print 


Review —cont. 


A first-class piece 
of work. The leaf- 


let might have 
been too clever 
but, in fact, the 
layout and typo- 
graphy is just 
about right. A 


printing works is 
shown before psy- 
chromatics was ap- 
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Psychromatics 


RAISES PRODUCTION... 


+ «+ MEOUCES ACCIDENTS 


Prevcwace. re wo the aeety of Une oMimete of moteur 


eenprias aunties os me rioament in which greeier 


le eae been proved we mmey of Une mega le we 
= the country thet the proper oe of cotowr and 
aghtang @ workabope end fom hae om pre! Une 
morale of ne wart pple were Ue ecwien! aie 
nod retecar soem tem foe 4 urns mummers we 


reamimus piee 


plied, the colour 
suggestion which 
was made and the 


but I think the book could have 
been made a little more human, 

I am all for clarity in technical 
books. There is no room for 
fancy stuff, but this strikes one 
as being an ideal format and 
make-up for a funeral director's 
guide. I am, however, prepared 
to say, straight away, that it 
probably suits the engineering 
type. There is no colour used 
by a combination of 
Egyptian and sans type printed 
very black on very white paper, 
together with severe line draw- 
ings there can be no_ possible 
doubt whatever as to the mean- 


ing of the contents. 


ok HE ok 
WHAT a relief it was to turn 
to the Holland & Hannen and 


| Cubitts Ltd. colourful leaflet on 


Psychromatics. 

I must confess I did not know 
what that was till I read this 
leaflet. Psychromatics is the 
study of the effects of colour and 
light in a building on the people 
who work there. It raises pro- 
duction say H. & H. and C. 
This leaflet might have been too 
clever, but, in fact, the fairly 
orthodox layout and typography 
is just occasionally relieved by 


| an unusual gimmick and I think 


that is just about right. 
A printing works is shown be- 
fore psychromatics was applied, 


ramen 


mene orrice 
One CULEm smmee Gare 


sOnoomw swe 


the remait “hot output has morensed Purthermore 
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oqupment end a leads te aeving © meintene © 


the colour suggestion which was 
made and the completed project. 
If the effects in this leaflet are 
anything to go by I am all for 
psychromatics. 
* * Bo 

NOW it is the strangest thing 
that of these examples of tech- 
nical printing only two tell us 


who the printer was. Naturally 
the Sun Engraving job was 
printed by Sun Printers Ltd. 


We'd expect that--and a good 
effort it is. The other is the 
colourful leaflet just mentioned 

the printers of which were the 
Fanfare Press. The other efforts 


either carry the not very in- 
teresting imprint-—Printed in 
England,’ nothing at all, or 


something enigmatic like that on 
the Newman catalogue—“E & 
G E. Gogent NVP 453/4m Cat 
Ref FLA 1/53.” 

Or perhaps not really enig- 
matic, because the initiated can 
work out what that all means. 
But how much nicer to put 
“Printed by so and so.” 

Summing up. 

It is not necessary to be 
funereal in industrial printing. 
it is not desirable to be too 
bright and clever, hut there 
is a happy medium. 

In my next contribution I hope 
to show you how some printers 
tackle this. 


Crystal clear but 
how dull — the 
ideal format and 
make-up for a 


funeral director's 


guide. The cover, 
too, could have 
been gayer and 
=r there was no need 
otans to have endpapers 
O1mER Oar 


of deep black. 
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Idd¥ F 1VOD 


COAL & APPLIANCES 


TRADE DIGEST 


(formerly Coa! & Colliery News Digest) 


This great little monthly digest, 
covering te Solid Fuel and Appli- 
ances Trades, is read by all who 
supply and jit Solid Fuel Appliances. 
With the increase in building and 
the very important factor of fuel 
saving, the demand for modern Solid 
Fuel Appliances becomes greater as 
does also the competition amongst the 
manufacturers of those Appliances. 


RS EXPORT WINE & SPIRIT GAZETTE 


Members of the trade and technical press were entertained by Gavin 

Starey, press officer, Oldham Batteries, at his Fleet Street office, 

before Oldham's annual Motor Show dinner. Left to right: E. G. 

Coushion (“The Motor’); J. K. Marshall (Oldham Batteries); Mrs. 

Hilary Starey; D. B. Willson (“Electrical Times”); P. M. A. Thomas | 

(“Motor Transport’); Roy Savill (“Garage & Motor Agent’); Charles | 
Klapper (“Modern Transport’); and Gavin Starey. 


Unique guide to basic materials 


HE publication of Materials 
for Product Development 

1953, the text of the discussions 
at the first Basic Materials Con- 
ference held in New York last 
June has recently been published 
(at $7.50) by Clapp & Poliak Inc., 
producers of the conference and 
concurrent Basic Materials Ex- 
Position 

The book is unique in its field. 
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figures 


83/6 FARRINGDON ST., LONDON, E.C 4 
Telephone : City 4788/9, 6640 
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It contains elaborate discussions 
of the host of modern materials 
now available for the production 
of goods. The conference was 
the first of its kind and was 
attended by executives who are 
concerned with the design, engi- 
neering and development of all 


types of consumer and industrial | 


products. 

Papers read at the conference 
ranged in scope from discussions 
of the newest kinds of materials, 
such as radioactive materials, 
titanium and zirconium, to new 
applications of such staples as 


steel, ceramics and wood. Many | 


materials were considered not 
only from the viewpoint of their 
usefulness in end products but 
also with reference to the manu- 
facturing process. 


Eighteen papers are included. | 
They are illustrated by 36 tables | 


and 30 graphs. The 265-page 
volume also includes the text of 


83 questions and answers offered | 


at the conference. 


S. West engineering 
directory 


N the expectation that it will 


serve a8 a quick and sure guide 
to the engineering products and 
sources Of supply within the 
South Western Region, the Bristol 
Engineering Manufacturers’ As- 
sociation Ltd. have published this 


152-page Engineering Directory. | 
of Bristol's 


Over 9S per cent 
engineering organisations are 
grouped within the B.E.M.A. and 
these form 
book. 

Full names and addresses are 
published along with the products 
and services they provide. It is 
stressed that the population of 
Bristol! is upwards of 440,000 
and the city is the centre of more 
than 300 different kinds of indus- 
trial enterprises. 
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|» HARPERS GUIDE TO THE SPORTS TRADE ~-HARPE 


tar 


TAKE 
; AND 
SEE 
RESULTS 
SAME 

— DAY 


BOOK SPACE NOW FOR 1954 


HARPER & CO, 
8 LLOYDS AVENUE, 
LONDON, E.C.;. 


ROYAL 3838/9. 
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IARPERS DIRECTORY & MANUAL - HARPERS DISTILLERY MAP - 


KING St Weer CRITISH ISLES 
HAMBERS 7 . MANC He « 
+ TEMPLE AVENUE ER 3 


ferraniacolor 
FILMS 


F ERRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wait several days, or weeks, whilst filma 
ure being processed by a centralised laboratory. 

ferraniacolor films are available in 35 mm. 20 exposures, 
in cassettes @ 11/4d. plus 3/11d. P.T. of F20 roll filme 
, 9 td. plus 3/24. P.T. 

for free booklet: “How to Use Ferraniacolor Film’ send @ 
postcard to Neville Brown & Co. Ltd., 77 Newman St., W.1 
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How to sell 
plastics 


N up-to-date report on 

several important branches 
of plastics technology is Plastics 
Progress 1953, published by 
Iliffe & Sons Ltd., at 50s. 

Based upon the papers given 
and the discussions following 
them in the British Plastics Con- 
vention held last June, the con- 


tents cover plastics materials, 
methods and uses. 

The problems of _ selling 
plastics to the public are 


described in a series of papers 
dealing with tableware, toys and 
design. 

There is special emphasis on 
glass and  asbestos-reinforced 
plastics, and six papers are de- 
voted to this subject, including 
the first publication of collected 
data on the roperties of 
asbestos-reinforced plastics. 

Developing fields for 
are described in four chapters 
on new uses in industry. These 
selected fields are cables, vacuum 
coating, conveyor 
footwear. The latter is a par- 
ticularly thorough exposition of 


this subject which, though ex- | 
panding, has not been previously | 


described in such detail. 
* aK * 


An article entitled “Plastics in — 


Prefabricated Buildings” — by 
Joseph B. Singer will appear in 
the November issue of Plastics 
published to-morrow by Temple 
Press Ltd. The article surveys 
the increasing use of plastics 
materials in prefabricated build- 
ings for panelling and roofing. 
Particular mention is made of 
the arya of translucent 
glass - fibre - reinforced __ plastics 
sbecting for roofs, resulting in 
exceptionally well-lit interiors. 


Text-book on 


steelwork 


COMPREHENSIVE, authori- 
tative text-book of interest 
to all engaged in the construc- 
tional steelwork industry, but 
especially valuable for appren- 
tices and students, has been 
written by John Farrell and pub- 
lished for the British Construc- 
tional Steelwork Association, at 
15s., by Iliffe & Sons Ltd., under 
the tithe Constructional Steelwork 
Shop Practice; A Text-book for 
Apprentices and Students, 
A feature of the book is the 
wealth of drawings and photo- 
graphs. 


lastics | 


belting and | 


| 


Reaches an in- 
fluential section 


of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
| solicitors 


ie 'O2.FETTER LANE EC4 CHA 6855 


JUSTICE of the PEACE 


& LOCAL GOVERNMENT REVIEW 
| (Est. 1837) 
| The only weekly journal covering Magisterial 
| and Local Government Law 
Read by : 
| SOLICITORS 
BARRISTERS 
| MAGISTRATES 
| CHIEF CONSTABLES 
SUPERINTENDENTS OF POLICE 
LOCAL GOVERNMENT 
EXECUTIVES 
inquiries: L.A. Wright, London Representative, 


' $1-42 Bell Yard, Temple Bor, W.C.2. 
| Tel. HOL 6909. 


The Monthly 
Register 


Campaign in a 
“Selling” Journal 


“GAS TIMES” —Sells gas plant, 
appliances and engineering 
equipment. 

“INDUSTRIAL GAS” —Sells gas 
fired furnaces, dryers and gas 
heating equipment 

Both are under the Editorial Direc- 

tion of Dr. W. F. Coxon, M.Sc., 
FRIC., FIM., M.inst.F, 


Enquiries: 

ARROW PRESS LIMITED 
1537 Hagden Lane, Watford, Herts 
Telephone: Gadebrook 2308/9 
Telegrams: Techpres, Watford 


BRIVIS PIRMALIST 


For those requiring specialised 


pharmaceutical information 
at home and overseas 
194-200 Bishopsgate, London, £.C.2 
AVEnue 1444/5 


Over 200 drawings were | 


specially prepared, supplement- | 


ing the text at every stage, and 
including many examples of 
actual working drawings, each 
fully described and annotated. 
The emphasis throughout is on 
the practical. 


era 


‘Health ith, Hygicne = 


LS Sanitation 
ii 


GAS JOURNAL 


Newspaper and expert technical 
weekly 


GAS SERVICE 
The specialist for Gas Sales 
and Service Staffs 


11 Bolt Court, Fleet Street, E.C.4 


MUNICIPAL 
ENGINEERING 
founded 1874 
The specialist weekly journal 


reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


The 
WOODWORKING 
INDUSTRY 


The technical Journal of 
the timber using industries. 


180 Fleet St., London, E.C.4 
Tel: CHA 8844 


World's Leading Journal for 
Health, Hygiene and Sanitation 


THE JOURNAL OF THE 
Royal Sanitary Institute 


90 Buckingham Palace Road, $.W.1 
Member ABC 


Scientific 
LUBRICATION 


The Essential Complement of Power and Productioe 
THE ONLY independ Journal d 4 
to LUBRICATION 


Read by Works Engineers, 
Machine Designers, Oil 
Company Executives, etc., 
ALL OVER THE WORLD 


SCIENTIFIC PUBLICATIONS 


8 Walker Street, 
Wellington, Shropshire 


NovemMsBer 12, 1953 


Good Photography 


Monthly—for all 
amateur photographers 


1! Bolt Court, Fleet Street, E.C.4 


Industry | 
66 Countries 
The Mining Journal Ltd. 


. £.C.2 
ison St-, Londons 
ee wowarch 2567 


Public Purchasing: 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


ni 
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Art & British Decorctor 


The Leading journal for all associated 
with the Painting and Decorating Trade 


CROMFORD HOUSE - MANCHESTER 4 
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Publications 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of cans and cther pack- 
aging materials. 
CANNING PUBLICATIONS 


14-45 COLEMAN 5ST., LONDON, E.C.2 
Tel.: MONarch 1995 


THE SHOP & LEATHER 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


cee! | ee 


Leading 


Britain's 
Weekly Shoe © 
Leather Trade Paper 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL.; MONARCH 0666 GRAMS: ALSHUNUZE 


Rate card and specimen copy on application 


FOOD TRADE neview, = 
9. Ganeice STREET LONOON 


Meat Trades’ Journal 
Weekly net sales exceed 


31,000 ° 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, £.C.! 


THE 
BREWERY MANUAL 
Est, 1888 
A Directory for the 
Brewery and Allied 
Trades 


Now booking Space 
for 1953-4 Edition 


194 BisHopscate, E.C.2 
(Avenue 3875) 


| 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, £.C.4 
Tel.: CHA 8844 


~~ Printing Trade 


THE GRITIGH & COLONIAL 


er 


THE ONLY TRADE WEEALY 


Paper é Print 
Q 


ARTERLY 
329, HIGH HOLBORN ! 


nn 


icipal Works: 
mc! 


“Local Govern 


JUSTICE OF THE PEACE Anu 


LOCAL GOVERNMENT 
REVIEW 


(Est. 1837) 
The weekly journal for the Executive OF 


in the Local Government Service 
Read by 
TOWN CLERKS + CLERKS OF COUNTY, 
URBAN AND RURAL COUNCILS 
BOROUGH TREASURERS + MEDICAL 
OFFICERS OF HEALTH + DIRECTORS OF 
EDUCATION + LOCAL GOVERNMENT 
FINANCIAL OFFICERS AND THE LEGAL 
PROFESSION 
inquiries: L. A. Wright, London Representotve, 
14-12 Bell Yard, Temple Bor, W.C.2 
Tel. HOL 6900. 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 
government. 


4 Clements Inn, W.C.2 
HOLborn ¢502 


The 


MUNICIPAL 
JOURNAL 


founded 1893 


The only weekly technical 
journal read in every local 


government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for al! 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
8 Southampton Row, WC! 
Telephone ; Holborn 0452 


(Continued on page 380) 
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New showroom 


on wheels 
GC OE their original mobile 


showroom was brought 
into service in 1949, the 
caravan-type vehicie of Spicers 
Ltd. has travelled upwards of 
60,000 miles and visited all 
parts of the United Kingdom. 

This first version of the show- 
room has now been replaced by 
an articulated vehicle which per- 
mits a much heavier load to be 
carried. About 50 per cent. more 
display space is available in this 
new showroom and a_ corre- 
sponding increase in sample 
storage space. 

The value of such a show 
room, in the opinion of Spicers, 
is considerable and they main- 
tain that it would improve any 
salesman'’s methods and figures 
It ensures one vitally important 
thing—the presentation to a 
customer of all the products in 
first class condition. No allow- 
ances have to be made because 
the sample has been carried 
around in a bag and constantly 
handled. Every product can 
shown behind glass and = in 
drawers below are a number of 
specimens available for hand- 
ling and detailed examination 
All this can be done in an atmo- 
sphere free of interruptions. 

The atmosphere created by the 
showroom is one of quict and 
cleanliness. Nothing is make 
shift, everything having been 
built for the particular purpose 
of showing the firm's products 
in the best conditions. 


Showroom furniture has 


heen 

divided into showcases and 

storage space. Display panels are 
interchangeable. 
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a Drawing upon his long experience as 


an industrial product designer and 


The Monthly 


Register of 


[TRADE AND SPECIALIST 


Publications 


Continued from Page 379 
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PASSENGER 
TRANSPORT 
* 


Your announcement in “PT.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets—every week. 


- 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


executives in the industry 
all over the world read 


TRANSPORT WORLD 


POLLARDS 1181 


r Trade 


PAPER @) TRADE 


- REVIEW 


THE PAPERMARERS WEEKLY JOURNAL 
A.B.C. MEMBER 


329, HIGH HOLBORN. LONDON. WCI 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


| or omitted altogether. 


| all these dimensions 


| such as 


| of using 


buyer ALAN B. GLANVILL explains ng fr 


What I want 


from 


engineering catalogues 


CATALOGUE of engineer- 
ing products has two 
primary purposes—to sell the 
article and to describe it. On 


| the second count how many de- 


signers, engineers and buyers 
fail to find the essential data 
they require when they receive 
the catalogue they have 
requested? 

lo a designer, for example, 
dimensions and performance are 
life blood and yet quite often 
these are inadequately specified 
If a gear 
box, for example, is described as 
12 in. X 9 in. X 6 in. it ts use- 
less without a drawing showing 
together 
with others equally essential such 
as bolt centres and sizes, shaft 
positions and sizes, ete. 

Again, to describe a machine 
or piece of equipment as “heavy” 


| or “light” duty is often most un- 


helpful because the buyer is left 
in the air as to whether his appli- 


| cation is within the performance 


of the machine or not. Some in- 
formation should be given on 
which a decision can be based, 
maximum weight, 
heaviest cut, number per hour 
or whatever the case may be. 

Almost as bad is the practice 
capacity descriptions 
that are not fully definitive such 
as a 9 in. fan or a 10 g.p.m. 
pump or a 3 in. vice where the 
actual capacity is not thus fully 
descri or varies with condi- 
tions. Fortunately this type of 
poor description is becoming 
rare although it is frequently 
still necessary to consult several 
near-unintelligible tables or per- 
form complex calculations in the 
catalogue to arrive at the true 
capacity. 

On the question of machines 


themselves, particularly difficult 


are those having numerous acces- 
sories and this becomes even 
more severe where the purchaser 
is buying a type of machine with 


| which he is not familiar. 


Accessories described as the 
following come to mind: 
“Fitted with micrometer 
adjustment” (what is fitted with 
the micrometer—the slide, the 
traverse, the head, the feed’). 
“A ball-bearing arbor is also 
available.” 
“The machine can also be 
fitted with a sliding head.” 
What are these used for? 


which they come—all the way 
from handsomely bound stiff- 
covered books to pieces of dupli- 
cated paper. This is more or 
less inevitable but it is the ex- 
tremes that cause annoyance 
the large oversize catalogues that 
defy filing and the small booklets 
and leaflets that get lost. 

In this respect it would be an 
admirable objective if something 
could he done on the lines of 
the “Sweets File’ produced in 
the United States wherein all 
manufacturers’ catalogues — in 
various industries are produced 
to a uniform size and bound in 
a single volume. 

This is probably an over ambi- 
tious objective for this country 


A catalogue of engineering 
products has two _ primary 
purposes:— 

1. To sell the article. 

2. To describe it. 

To this end it should:— 


® Contain detailed illustra- 
tions wherever possible. 


® Balance “sales talk” with 
real information. 


© State the final price 
plainly. 
© Price accessories separ- 
ately. 


® Indicate clearly the quan- 
tity of the product in- 
cluded in the final price. 


but it would certainly be a help 
if more uniformity of size could 
be achieved. 

Many catalogues of items such 
as raw materials, chemical pro- 
ducts or engineering stores are 
entirely devoid of illustrations. 
In the case of special chemical 
products of one sort or another 
it is most useful, for example, 
to illustrate the method of appli- 
cation, the finished appearance 
and the equipment required, etc. 
Failing all else a picture of the 
can would help. 

In the captions of the pictures 
themselves, and often in the text, 
some firms still use descriptions 
like “Type CF Model PXB” 
where these codings are not 
clearly explained and where the 
customer, in the series of “Types 
and Models,” is left in doubt 
about the equipment he requires 

Sometimes a manufacturer has 


‘s 


r= Five 


HOME 
COUNTIES 


NEWSPAPERS 


GROUP 


| 


131 Fleet Street, E.C.4 


for 
BEDS 
HERTS 
BUCKS 


Represented in London by 
WILL KITCHEN, jr. LTD. 
Central 1960 
Head Office LUTON Phone 5050 


Advertisement Manager Claude W. Gilder 


WEEKLY 


131 Fleet Street, E.C.4 


ESSEX _ 


NEWS 


—read by 
the “County” 
people— 
who still do | 
have money 

to spend. 


A.B.C. 27,631 


London representative 
J.C. MACTAVISH 


Telephone CEN 1960 


Head Office 


} 


26 HIGH STREET, CHELMSFORD 
Telephone 2795 


3 TUDOR STREET, LONDON, E.C.4 


| Turning to the = catalogues only one or two machines and 
themselves the first point is the 


bewildering shapes and sizes in 


yet persists in employing such an | 
impressive type of caption. 
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Technical journa- 
lists especially 
value a clearly set 
out — engineering 
catalogue. 


result is that the customer is left 
uncertain whether he has been 
given information on all the 
manufacturer's models. Again, 
with machines fitted with various 
types of accessories or varying 
slightly in construction the 
descriptions, the differences and 
code numbers must be very care- 
fully explained in the text if con- 
fusion is not to arise. 

A manufacturer when com- 
piling his catalogue should realise 
that while he knows his line of 
products intimately the customer 
does not. In the text itself a 
happy balance should be struck 
between “sales talk” and real in- 
formation. Besides reading how 
good the product is the engineer 
wants facts—how big it is, how 
powerful it is, how fast it is, how 
it works, what it will do and also 
what it will not do, and so on. 

The question of prices might 
well be mentioned because, need- 
less to say, these are all-import- 
ant. Frequently, of course, these 
are not given in the body of the 
catalogue, but in the quotation, 
= in either case the prices must 

given equal clarity with the 
text and illustrations. Most 
annoying of all are prices quoted 
as “£1 17s. 4d. plus 27 per cent 
less 5 per cent.” 

Why should the customer have 
to work this out? 

Where list prices are subject 
to a trade discount, however, a 


statement of a single percentage 
reduction is acceptable in a 
quotation. Even then it would 


show a little more thought on 
the supplier’s part if the reduced 
prices were shown in addition to 
the discount percentage, instead 
of leaving it to the customer to 
work out. 

Reverting again to accessories. 
These should be separately and 
clearly priced. The following 
are hypothetical though common 
examples of catalogue prices 
which cause confusion :— 

“Model XB with 
sliding head for marking 
flat components.” : 

“Rotating Head for 
marking round com- 
ponents.” £110 

It is not clear whether the price 
of £110 is that of a Model XB 
fitted with a sliding head and a 
rotating head, or whether it is a 
Model XB fitted with a rotating 
head only or even if it is for a 
rotating head accessory only. 

Even if the above is written 
in such a manner that these 
queries do not arise another may, 


£100 


as can be seen from the following 
frequent example: 


“Model XB with 
sliding head for marking 

flat components.” ... £100 

“Additional Rotating 

Head for use with above 

for marking round com- 

ponents.” £10 

The potential customer may 
well require this machine for 
marking round components only 
and in such a case what is the 
price of the machine with the 
rotating head but without the 
sliding head? 

These two illustrations demon- 
Strate the need for absolute 
clarity. 

Finally, on this question, the 


practice can be cited of quoting | 


prices for certain 
where the quantity is not stated. 


rhis, fortunately, is no longer | 


common but it does occur in 
wholesalers’ and stockists’ cata- 
logues of small fittings, etc. The 
following is an example : — 
“Wing Nuts, mild steel— 
24s.” 
The reader is left to determine 


quantities | PETERSFIELD, HAVANT, HAYLING, EMSWORTH, MIDHURST, CHICHESTER, BOGNOR 


whether or not this is the price 


per gross. 

Despite all the 
criticisms, however, there is no 
doubt that the art of catalogue 
compiling has greatly improved 
and many of them are works of 
art and text-books combined. 

If this tendency wili only con- 
tinue to spread to all industrial 
catalogues there will no 
further cause for complaint. 


Colour 


PHOTOGRAPHS 
at their best... 


... come from Morath’s 
colour laboratory — the 
most modern in the 
country. Enlargements 
up to Sft. — the largest 
direct colour prints made 
in England. 


Morath “222 


Studio & 
pie sO Lomdon 
Residence 
14, Cornwall Gardens, S. Kensington, 
London, S.W.7. Tel: WEStern 2652 


foregoing | 


ADVERTISER'S WEEKLY 


Concenirate Your 
Advertising 
im the 


TELEGRAPH 
& Post 


EVENING NEWS 


PORTSMOUTH 


<= <n 


CHICHESTER 
OBSERVER 
SERIES. 


serving 
Hampshire, Isle of Wight & W. Sussex 


A large 


market place for 
increasing sales of every 
type of commodity, with the Best 
Value in Modern Newspaper Advertising 


PORTSMOUTH, GOSPORT, FAREHAM, RYDE, NEWPORT, COWES 


London Office - 85 Fleet Street, EC 4 
Telephone ; CENtral 2845 


WHY A.B.C.? 


do to 
c 


ASSOCIATION o 


ADVERTISER'S WEEKLY 
October 29, 1953 


COMMENT 


“Give us more facts, and especi- 
ally, more A.B.C. net sales.’ 
This is what advertising agents 
replied when asked, in a recent 
“Advertiser's Weekly”’ survey, 
to say what more media could 

help them serve their 


WUNICIPAL CORPORATIONS MONTHLY PUBLICATION 


MUNICIPAL 
REVIEW 


A.B.C. MEMBERS SINCE 1949 
NET SALE OVER 8,800 MONTHLY 


PAGE RATE STILL £25 
* 


Specimen copy and sales breakdown 

from Advertisement Manager, 

MUNICIPAL REVIEW, Victoria 

Station House, Victoria St., S.WA 
TATe Gallery 0764-7 
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If she wants something new 


for her husband 


she 
g0es 


jor hers CHO ugh 
STITCHCRAFT 


bought, studied and kept 


ABC net sales 277,916 copies a month: Type area page 8} ins. x 6 ins. 
£204 a page : Advertisement Manager S. H. BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford, Middlesex. Telephone EALing 6283 


Unequalled in Kent 


Accounts Office 
30 High Street, Chatham (Chatham 2213) | 
Advertisement Representatives 
€. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 
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ADVERTISING CASE HISTORIES—39 


How an autumn campaign 
for batteries was begun 


All service stations were taken fully into their confidence by Oldham 

& Son Ltd., before they launched their autumn campaign. Posters 

and copy featured the major important new properties possessed 

by the firm’s batteries. The campaign will continue at a high level 
until February. 


EFORE launching _ their 

advertising campaign for 
the autumn, Oldham & Son 
Ltd., of Manchester, battery 
manufacturers, took all the 
service stations fully into their 
confidence by giving them a 
comprehensive briefing on the 
whole campaign. 

This was done to ensure that, 
being wholly in the picture, the 
stations could effectively back up 
the campaign when it got under 
way. 

Each station was sent a special 
folder announcing the new Old- 
— Red Seal Battery campaign, 
also: — 


1. A copy of a three-colour 
double crown poster to be 
distributed to garages 
throughout the country. 

A copy of the advertising 
shedule together wit p- . , ‘ 
en at Pe nn a To identify the four important 
ments which would appear "¢" qualities each baticry und 
in the national and motor- all advertising matter is carrying 
ing press. a printed label in the form of a 


: red seal. 
Outlining their policy to ser- 
vice stations the firm explained 


that there were good reasons for ham “Heavy Duty” and “Major” 
the special effort being made to Batteries. These are Fibrak in- 
publicise the new batteries. For ulation: x-metal plate grids; 
many years research work in the cold starting formula and factory 
compan’’s laboratories and test fresh—due to dry assembly. 
houses had concentrated on pro- identi 7 
ducing what was in effect a new bg me ntify these qualities 
battery. The “Red” series is the ch battery and all advertising 
eutceme of that wask. matter carries a printed label in 
Posters and copy featured the ‘he form of a red seal. 

four major important new The question of identification 
properties now held by the Old- was of vital importance. All 


ed 


A display of some 
of the advertising 
pieces being used 
by Oldham & Son 
Lid., in their 
autumn campaign. 
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For many years research work in the Oldham laboratories and e SHOP SALES B\ ‘REA—continued from page 356 
test — ~" a = producing what was in effect a “eae , — 
new battery. compre ve autumn campaign via service : 
stations undertaken to launch the resulting pon is here Midland — Cheshire 102 Scotland 
described. Hereford 1s Northern Aberdeen 130 
Oxford 129 Angus 128 
Salop 107 Argyll 100 
Staffs 102 Banff 92 
Warwick 124 a 14 
Worcester iil invernces 118 
Eastern Cambridge 121 oe neardine 74 
: oray 105 
Isle of Ely 114 Nairn 123 
Lines : Ross & Cromarty 80 
Attractive window Holland 115 Sutherland 8? 
displays at service Kesteven 96 ; 
stations were made Lindsey 119 Southern — Berwick &Y 
possible because of Norfolk 115 Dumfries 124 
the material issued me - Kirkcudbright 8Y 
by Oldhams. Suffolk E. 111 Peebles 104 
- W. 113 Roxburgh 122 
Selkirk 141 
S. Western Berks 124 Wigtown 105 
batterics look much alike. Re- to all garages, although they were — re Southern — Brecknock 78 
liable makes vary little in cost kept informed of the broader Carmarthen 86 
and most motorists tend to leave aspects of the campaign. That Dorset 106 Glamorgan % 
the choice of replacement to the _ left the service stations (generally Gloucester 113 Monmouth 87 
garage. these supply garages) free to tie Somerset 113 Pembroke RR 
The campaign opened on Sep-_ in their own sales campaign with Wiltshire 102 
pve med a —_ -. peak the company’s advertising. West Ayr ™ 112 
uring ober. It wi main- + ak * Central Dumbarton &4 
tained at a high level and at Although the Oldham adver- Wales (ac. Monmouth) Lanark 119 
regular monthly intervals until] tisements will be seen by ap- Northern Anglesey 69 Renfrew 93 
next February. proximately 10 million readers Cernarvon 121 
Because they were well (including 87 per cent of all car Denbigh TT E. Central Clackmannan 9” 
briefed in advance the service owners) it was realised that com- 8 E. Lothian 92 
eateiee — - o cancels Petition =o is nog By -F Flint 86 Aye - 
the demand and order stocks in was essential to ensure that little ; : Inross 
good time. Secondly, and unlike bit of extra push which couid Midland Cartigne jo Midlothian 141 
the case of the service stations, come only from a local and per- Merioneth Perth 122 
it was found impracticable to sonal contact such as can be Montgomery 95 Stirling 116 
mail such complete information given by the service stations. Radnor 66 W. Lothian 88 


and correct, Sir! 


Your planning 
will be smoother, 


ADVERTISER'S WEEKLY 


your decisions 


more assured, 

if you turn to 

Spicers paper consultant 
when you're discussing 

a printing job. 

He speaks from 

long experience about the 
kinds of paper you need, 
and the way to use them 


to the greatest effect. 


SPucer’s 


19 New Bridge St., London EC, 
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ANNOUNCE THE OPENING 
OF A LONDON OFFICE AT = 
32 SHAFTESBURY AVENUE, LONDON, W.- 


Telephones: GERRARD 6121 & 1330 


Enquiries from Advertising 
Agents will receive the 

immediate personal attention 
of the London Manager 


Always on dime 
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Counting the cost 


—and the results 


UBLIC relations in 

national and local govern- 
ment in Britain is still regar- 
ded with suspicion, but there 
are at last signs of a change 
of heart among those who not 
long ago were calling for the 


dismissal on sight of all 
| P.R.O’s. 
This improved attitude 1s 


ORY 
v * } 
hd 
4 


land Every Morning 


largely due to the efforts of pub- 
licity men in administrative 
service who have proved their 
value to their detractors 
Middlesex County Council 
provides an outstanding example. 
Before they were restored to 
office, many Conservative mem- 
bers of that authority attacked 
the public relations department, 


| indicating that it would be one 


of the first “luxuries” to come 
under the axe. 

Now their talk is quite 
different. Some of them even 
wonder whether Andy McLough- 
lin’s department is big enough! 


PRESTIGE OF PR 


According to J. A. R. Pimlott, 
contributor on “Public Relations 
Down To Earth” in a recent issue 
of Harvard Business Review, 
P.R. has still some heights to 
scale across the Atlantic 

Pimlott is an Englishman who 
has been studying “the art” over 
there, but his opinions appear to 
have been accepted for all that. 

He states: “Public relations 
practitioners have not yet ot 
suaded management or the public 
to accept them as members of a 
new profession.” And he con- 
cludes that “the claim that the 
public relations chief should be 
admitted ex officio to general 


| policy making cannot be sub- 


stantiated.” 
a ok * 
In Britain it is argued by lead- 


_ ing publicity men that the P.R.O. 


{ 


should be a top executive and 
part of management. This theory 


question most British business 
men would ask: How will pub- 
lic relations help me to sell 
more? 

A close study of American 
efforts to justify public relations 
reveals a surprising degree of 
fluffy, theoretical talk. This will 
not wash here; P.R. must be 
proved a hard-selling feature of 
the marketing scheme. 

Pimlott gives one parting 
thought: “Even at best, the fact 
that public relations is an art 
makes it impossible to relate ex- 
penditure to results with any 
degree of precision.” 


* * cg 


Despite all the talk about 
ethics, many British P.R. men 
have no inhibitions about press 
cuttings. One well-known charac- 
ter recently took with him to an 
interview for a new job six boxes 
full of cuttings on one account. 
... Patrick Dolan and Associates 
have circulated pictures showing 
a table sagging under piles of 
“results in cuttings for one client 
over a period of two months 
there are many thousands, and 
they are sent to clients.” . . . 
Sidney Butterworth, publicity 
director of Brighton, has told the 
town council that the value of 
publicity in connection with the 
Dr. Russell celebrations in which 
special attention was drawn to 
the doctor's advocacy of the use 
of sea water as a cure, was 
estimated to be between £55,000 
and £60,000. He said that, taking 
Luxembourg rates as an example, 
a B.B.C. talk was worth £50. 


‘GOLD BLOCKING 


is not often put into practice, | 


however. And the Advertising 
Association—about to indulge in 
a little defensive self-promotion 
—appears unlikely to provide an 
exception to the rule. P.R. men 
are asking whether a “man with 
an urge” to propagate the adver- 
tising cause will have sufficient 
status with the title of inform- 
ation officer. 


COSTS—RESULTS 
Back to Pimlott. In his analy- 


sis of the P.R. business he poses 
many questions about cost and 


results—-and he provides most of 
the answers 
But he does not answer the 


ae Os 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


G. F. KRUSE 
LTD. 


SADdi mE TON 0186/7 
37 SPRINC STREET w.2. 


GIANT ENLARGEMENTS 


up to 80 sq. ft. in one piece 


The Autotype Co, itd., Brownlow Fd. 
London, W.13 EALing 2691 
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NEWS British firm | a 
FLASHES , bi | When planning an advertising 
FROM WORLD plans big campaign in Southern Africa 
MARKETS U Ss d : 
. ad. Campaign consult 
A mG step forward in a 
drive for increased ex- | 
ports to the United States has 
been made by Brook Motors 
Ltd., of Huddersfield, with the 
inauguration of their American 
company, the Brook Motor 
Corporation, of Chicago. 
Stocking and servicing agen- 
cies are being established in 
various states and an extensive 
advertising campaign is timed to : 
rear ¥. NEWSPAPERS LTD 
Other items to be marketed in taste Califo? ~ 
the U.S. from the company’s ~ ar: 24 Holborn, London, E.C.1. Tel. HOLborn 4144 
normal products will = explo- ee eer 
sion and flameproof motors, Sa 
textile and loom motors, dental ~— nf a Cape Town CAPE TIMES 
lathes and silent type motors | ~~. ee ne CAPE TIMES WEEK-END MAGAZINE 
which are especially useful for = = 
elevators, hospitals, flats, | Durban NATAL MERCURY 
cinemas, etc., together with the Example of mouth watering press SOUTH AFRICAN WOMAN'S WEEKLY 
firm's range of control gear. advertivements used in U.S. wine 
A stock of motors of various campaign. Johannesburg RAND DAILY MAIL 
types all designed specially for Nati 
the American market will be organised as Wine Discovery ational SUNDAY TIMES 
held in the U.S. to an initial Month SUNDAY EXPRESS & HOME JOURNAL 
value of £150,000, the first ship- The schedule for the Wine DIE LANDSTEM 
ments leaving Britain this month. Advisory Board's new $500,000 SPOTLIGHT 
It is expected that an annual campaign (of which the Weck FORUM 
turnover amounting to over $1 and the Month formed part) in- 
million will be built up within cludes transit advertising in a ke _ 
two years of operation. limited number of cities, and a 
The newly formed corporation greater number of newspapers 
has two American directors each than ever before is being used 
with wide experience of electric eee peeneeieenn as 


motor distribution throughout 
the U.S. Formation of the com- 
pany was completed during the 
visit to Chicago early in October 
of the chairman and joint man- 
aging director of Brook Motors 
Ltd., Frank V. Brook, and the 
export manager, G. M. Shepley. 

The visit also allowed an 
opportunity to contact Brook 
representatives in Toronto and 
Montreal to cover developmeits 
in the Canadian market where 
the company’s products already 
have extensive sales. 


US.A. 


In an attempt to counter 
the big advertising campaigns 
launched by the beer and soft 
drinks organisations, and to cap- 
ture a greater slice of the avail- 
able market, the wine interests 
lately ran a National Wine Week 
and the whole of October was 


to promote California wines. 
Prepared by the J. Walter 


Thompson Company, the schedule | 


provides an 


for outlay of | 
$330,000 to be allocated for 800 


and 300 line insertions in news- 
er from October 7 to Decem- 
ec 


r 21 
According to a recent survey 
some 21 millien famiiies in 


the U.S. drink wine regularly. 
Malta 


A coupon offer for Tide has 
recently been launched in Malta. 
Every household has been mailed 
a coupon entitling them to get 
entirely free a packet of the 
detergent (value 1s. 4d.) from 


their local store. 

This offer is being supported 
by a spot announcement cam- 
paign in addition to the “Maltese 
Family Serial” programme which 
is sponsored by Tide and broad- 
cast by 


Rediffusion Malta. 


The cast of “Mal 
tese f amily Serial,” 
the “soap opera’ 
sponsored by Tide 


| 


| 


UNUSUAL 


COPYWRITER 


more or less through the throes of 
writing copy which is good. 

The job would be to understudy a senior 
executive who considers copy one of the 


most important things in advertising 
presentation and goes and tells the 
clients all about it, 

Within a few years you would be 
expected to do the same job. 

Please write to the Managing Director, 


JOHN TAIT AND PARTNERS. GRAND BUILDINGS, TRAFALGAR SQUARE 
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WHEN NAPOLEON 
WAS PLAYED 
BY BACON 


"THREE men of pronounced likes 
and dislikes have moved up in the 
Arthur Knight agency with the re- 
trement of Arthur Knight after 33 
years as chairman of the company 
he founded, and the resignation 
from the board of Sidney Davies, 
joint Managing director 

Pat acon, hitherto the other 
joint managing director and now 
chairman, has three(known) passions 

cats, bananas and the theatre, and 
three (known)  hatreds—‘‘amateur 
theatricals for charity,”’ riding in 
motor coaches, and tapioca pud 
ding. Despite the first-named aver- 
sion, he played the lead in a 
N.A.B.S. ireeeeten at the Scala 
Theatre in 19 

Since 1938 he has been a prime 
mover in London's Little Theatre, 
the Tavistock Repertory Company, 
now of Canonbury, and last year 
led an official British team to the 
Brussels International Theatre Festi- 
val of Amateur Drama. Though he 
played Napoleon on that occasion 
there is nothing Napoleonic about 
Mr. Bacon (except the Courvoisier 
advertising! ). 


5. &. wling, a new director, 
has, as hobbies, photography, 
gardening, ‘talking about fly-fishing” 
and designing eel traps! J. 


Major, the other new director, lives 


in a Queen Anne house in Kent, 
plays goli for pleasure, gardens as 
a necessity, likes painting and bull 
terners, and dislikes grapes in brown 
paper bays and ground nuts in 
railway carriages. 

Whether Dr. Johnson, who “‘liked 
a good hater,” would have con- 
sidered these “hates” sufficiently 
vitriolic, | rather doubt! 


Ad. man will coach 
Cambridge crew 


0 NE OF the team of four coaches 
for the Cambridge Boat Race crew 
will be R. H. H. Symonds, chief 
advertising executive of the Crookes 
Laboratones at Park Royal. Mr 
Symonds, who rowed number three 
in the winning Cambridge crew olf 
1931, comes from a_ well-known 
rowing family. His father, two 
uncles, a cousin and a brother have 
all rowed for Cambridge, and his 
mother achieved the distinction of 
being the wife, sister, sister-in-law, 
aunt and mother of rowing Blues! 

Since the war Ronnie Symonds 
has almost certainly coached more 
winning crews than any other coach 
in the country. His best known 
connection is with Lady Margaret 
Boat Club, the scarlet uniform of 
which was the origin of the word 
“blazer."’ He, his father, and three 
brothers have all captained the club 

the only family with such a 
record. Incidentally, the family 
hails from the West Country, and 
takes its name from Symonds Yat. 
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|. PLAYWAYS 
| The liveliest magazine 
under-nines 

. + + goes into every home 
where there are children 

is read 


BEAR | 
PLAYWAYS IN 

FOR 
YOUR APPROPRIATION 


LUTTERWORTH PERIODICALS LIMITED 
London, EC.4 


by parents 


MIND 


George H. Phipps 


Phone: Central 3853-7 


R. C. Liebman ty + Institute of Public 


Export.”’ Seated: Col. 
Black Grae ‘al Practitioners’ 
‘PR suit’ for a 
PR man | 


WHEN R. C. Liebman, stalwart 
advocate of public relations, went 
into a department store for a new 
suit the shop assistant who was 
serving him whispered to a_ col- 
league: ‘Quick, Herbert, run of 
stairs and fetch me a P.R. su 
that’s | the only one that'll fit this 
gent.” 

When he was pressed for an ex- 
planation, he reluctantly supplied it: 

“Well, sir, if you insist—P.R. stands 
for ‘Portly Regular’ . if you get 
my meaning. 

Mr. Liebman evidently con- 
soled himself with Masefield’s line: 
“ The portly presence of potentates, 
goodly in girth’! At all events he 
tells the story against himself with 
considerable relish. 


Agency head is 
never ruffled 


BREADING one of Dublin’s 
busiest agencies never seems to ruffle 
the benignity of Brian D. O’Kea- 
nedy, managing director of O’Ken- 
nedy-Brindley Ltd. Perhaps it is 
just his long experience—-he founded 
the O’K.-B. partnership 26 years ago 
after working in another Dublin 
agency 

He has a retentive mind and his 
ability to recall earlier problems 
often guides the decisions of the 
Publicity Club 
of Ireland 
council, of 
which he has 
long been a 
member (as 
well as past 
chairman). 

The agency 
has grown very 
considerably, 
both in the 
size and num- 
ber of its ac- 
counts, and 
accommoda- 
tion is an 
ever-present problem. Since Radio 
Eneann began to accept sponsored 
programmes Mr. O'Kennedy has 
taken considerable interest in their 
development and was the first Irish 
agency head to appoint an experi- 
enced radio man to his staff. wo 
of his sons are in the agency: Des- 
mond, who is production director; 
and Nial, a noted artist and 
cartoonist. 

A keen bridge player, Mr. O’Ken- 
nedy shares with his wife a taste for 
travel, and also an interest in the 
social side of advertising life both 
through the events of the Publicity 
Club of Ireland and in the annual 
dinner which the company gives to 
its stall. 
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Relations on 


ee * for 


kmaster, Ford Motor Co. (left) and Sam 


Association). 


| "WHAT THE number of cash sales 


at the stand of James Colmer Ltd. 
at the Bath and West Show topped 
the 3,000 mark 
is largely 
due to John 
J. Brennen, 
advertising 
manager of 
this Bath de- 
partmental 
Stores. When 
he came to ”* 
Colmer’s 
from Lewis's, 
of Liverpool, 
he staged the 
first stand at 
the one - day 
Trowbridge 
Agricultural 
Show. Men's 
wear was the only merchandise 
shown and cash sales exceeded £3000. 
At the Bath and West, Colmet’s, 
although a small-scale store, out- 
Stripped all others with a sales 
front of 410 ft. 

“Plan early” is Mr. Brennen’s 
specific for exhibition success. First 
requirement, he says, is a careful 
study of as many shows as possible, 
with particular attention to those 
taking _— in the store’s region. 

* 


* 
Two PLAYFUL, _ bright-eyed 


youngsters are being featured by 
John McLusky, freelance artist, on 
posters he is designing for Duncans, 
of Edinburgh, makers of Merrols 
Butterscotch Bon-Bons. These 
posters are part of a current 
Graham & Gillies campaign appeal- 
ing mainly to children in industrial 
areas in the north of England 
and Scotland. 

Mr. McLusky, aged 30, is designer 
for Trans Art Ltd., London, W., 
publishers of educational and publi- 
city books. Before turning free- 
lance he was art master at Highgate 
School and designed an exhibit for 


the Festival of Britain. 
Contact 
WEEKS WISECRACK 


“~ 


“Losing the turkey account 
knocked the stuffing out 
of him.” 
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Stuarts do good advertising— 


are responsible for many lively 


successful campaigns 


Come and see how we work 


Telephone Mayfair 9255 


and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI 
Among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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you cant stretch 


The smallest dot, the finest line or the subtlest tone— 
if it’s drawn on Kodatrace in register it will remain in 
register. That's the main point about using Kodatrace 


and one that can’t be stretched. 


THE MODERN TRANSPARENCY 


Send for leaflet and test sample 


SOLE DISTRIBUTORS 
H. C. STERN 
CRAVEN HOUSE, 121 KINGSWAY, 


HOL 6086 


rolls of 10 yards 


LONDON, 


Telephone 


388 


| 


| 
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A. DAVIES & CO (Shopfitters) LTD 
HORN LANE, LONDON, W.3 


“SYSTEM” Desk Diaries 
Make Ideal Advertising Gifts 


Oay and Oate 


—ee Se Year's Calendar en from 
(MONDAY 3\ \— sheet 
MAY 
os 
—_—— ee ee ‘paces for day's engagements 
een aa ; Memo sheets for preceding 
a days 


_ 
r hoa Wn 


“is Om oh . i Business maxims for each day 
= ° - Three Months Calendar oo 
. ~ every sheet 


Self-Locking Rods for holding 


r ; ; sheets 
( 333% t | Dated sheets for coming days 
_— of year 
Current day's sheet 
Strong Stand 
~wuseful year 
i ee 


ehways within 
reach 


Write TODAY for Leaflet and Quotations to:-— 
Shaw Publishing Co. Ltd., 180 Fleet Street, E.C.4 
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We Hear 


Application by Whitbread & Co., 
Ltd., for small pennants bearing the 
word “Mackeson’s” to be fixed to 
the roofs of Southampton taxi-cabs 
has been refused by the local Watch 
Committee. 

oh ak oh 
Truth will soon be starting a new 


1983 


feature on the restaurants ol 
London 
* * * 
Brewster Owen Ltd., in conjunc 


tion with Everetts Advertising Ltd.. 
handled the publicity for evening 
fashion shows staged at Browns of 


Chester in aid of the Society for 
the Preservation of Historic 
Cheshire Churches 
* * aK 

Speaking at the annual dinner of 
Portsmouth newsagents,  - 
Moore, president of the Newspaper 
Society, said that if a five per cent 


return on unsolds was allowed to 
the retailer something like £1,500,000 
would be wasted annually. 


Checked by Castle 


An application by More O'Ferrall 
Ltd. to erect five illuminated ad- 
vertisements signs in the River Stree: 
car park, Windsor, has been refused 
by the Berkshire County Council on 
the ground of amenity and proximity 
to the Castle 


* * * 
Ihe London evening papers will 
be on sale within the Fasrls Court 


building during this year’s Cycle and 


Motor Cycle Show by agreement 
with the organisers 
* * ok 


New gift packs are being 

duced for Pyrex glassware. 
He ok * 

To arouse public interest in the 
work of British basket makers an 
exhibition of basketry is being held 
at the Tea Centre, Lower Regent 
Street, London, S.W.1 

Winners of the annual window 
display competition staged by 
Hercules for branch managers of 
Currys will be presented with their 
prizes at the Cycle Show next 
Tuesday 


Prize—ten pigs 


len pedigree sows or £1,000 in 
cash ts being offered in a competi- 
tion being staged by Pig Farming 

ok cK 

Next year’s National Radio Show 
(of Great Britain) will be held at 
Earls Court, London, from August 
25 to September 4. This year the 
total attendance exceeded 300,000 


Bo * Bd 
A new addition to the range of 
Temple Press handbooks is Motor 
Cycling Electrical Manual by Bernal 
Osborne of Motor Cycling. 
* * * 
lerminus Publications Ltd., 331 
Gray's Inn Road, London, W Kinds 
publishers of Cargo Handling, have 
been appointed sole advertisement 
managers of Rugger, the national 
magazine of Rugby Union Football. 
* * a 
Six new titles appearing _ this 
autumn in Good Housekeeping’s 
series of pictorial cookery booklets 
are: Cakes, Buns and _ Biscuits: 
Puddings and Pies; Party Cakes and 
Pastnes; Family Recipes; Cooking 
by Gas; and Salads and Hors 
d‘Ocuvre Each booklet has 32 
pages of pictures and recipes, in 
cluding eight pages in full colour. 


mtro 


Paintings for 
textiles 


The Ambassador, 
niagazine, has 
contemporary aruists (among 
them were Henry Moore, John 
Piper, Graham Sutherland and 
Keith Vaughan) to produce paint- 
ings suitable for conversion into 
textiles. 

This exhibition, 


the British ex- 
commissioned 


shown with the 
work of several students and pro- 
fessional designers at the Institute 
of Contemporary Arts, was officially 
opened by Mrs. Peter Thorneycrolt, 
wife of the President of the Board 
of Trade She said: “Wherever 
British textiles go-—and they go 
everywhere—The Ambassador points 
the way. to show what our industry 
is doing and how well it does it." 


Already D. Whitehead = Ltd., 
Horrockses Fashions Ltd., John 
Heathcoat Ltd., British Celanese 
Ltd., F. W. Grafton & Co., Ltd., 
and various other textile manufac- 


turers have bought several paintings 
for conversion 


xt ok * 


lo-morrow (Friday) the Muni- 
cipal Journal carries a preview of 
the Silver Jubilee Building Fx- 


hibition at Olympia from November 
18-December 2. 


B.O.P. breaks records 


During the last year Boy's Own 
Paper has broken three advertise- 
ment space records. The latest is the 
December issue which carries more 
advertising than any previous issue 


in the paper's history: Sits pages 
containing 141 advertisers repre- 
sented by 45 agencies 

# * * 


Fishing News is to issue a book 
of over 600 pages, containing over 
300,000 aula approximately 600 
illustrations and weighing over 4 Ib. 
his will be the official record of the 
Congress recently held in Paris on 
fishing boat design (organised by 
the Food and Agriculture Organisa- 
tion) to help under-developed coun- 
tries improve their fishing resources 
Advertisements are to be included. 

* * a 

Ihe West London Observer, 
which covers a wide area of western 
and outer western London, came 
out with 16 pages on Friday, its 
first full-size paper since 1939. 

Prime reason for this was the 
booking of two full-page spreads by 
Chipperticld’s Circus, visiting the 
area, and Littlewoods, who have just 
opened a local branch, assisted by 
a half-paze for Whiteleys of Bays- 


water 
* * 
Of the 224 pages in the 1954 
Country Life Annual, 93 are de- 


voted to advertisements (20 in full 
colour) The issue is particularly 
well supy orted by advertisers in the 


car and ftashion fields. A special 
fashion section also uses full 
colour. Ihe cover design is adapted 


from one of the features and shows 
a selection of Chinese snuff bottles. 


* * * 


As from its November issue, 
Ingot News serves two companies 
instead of one: Richard Thomas & 
Baldwins [td., and The Steel Com- 
pany of Wales Ltd. It will circu- 


late among the 50,000 employees. 
families and friends, 
total of 200,000. 


their 
estimated 


to an 


Cards listing special numbx f 
The Tatler and The Sketch | 
pear in 1954, together with 
dates, er” now = 


The Architect aa Building News 
is. publishing three special 
covering the Building Exhibit: 

* 8 * 

Average net sales’ of we 
Wakefield Express series from \, 11! 
to September were 70,013, anu 
crease of 427 copies. 

aK ne of 

Net sale of the Daily Express in 
October was 4,153,586 copies a day 

1K OK Bs 

Municipal Engineering |. 
adopted a new front cover. I con 
sists of black lettering, with a erey 
tint bleeding all round, leaving «a 
74 Sq. in. space available for ad 
verlisements in two or more colours 

°K ok Ba 

Every month this year, net daily 
sales of the Daily Telegraph have 
been many thousands higher than 


for the corresponding month in 
1982. This year’s October daily 
sale, 1,033,826, was 48,746 hicher 


than for the same month last 
aa as a 
In next week's MMustrated will be 
an eight-page detachable supplement 
to coincide with the start of the 
Royal tour 
ok aK * 


Ihe Pip, Squeak and Wiltred 
Annual and the Sunday Pictorial 
Children’s Annual are again pub 
lished respectively by the Daily 
Mirror Newspapers = Ltd and 
Sunday Pictorial Newspapers Ltd 


year 


| FL & ¢. 


Ny 
THE LATIN @uanTee © 


STIRLING HORE + EMILY. the 


4 new magazine for men, Spick, is 


being launched by Town = and 
Country Publications. With a page 
size of 7h in. by 44 in. it will 


sold as “the pocket-size magazine 
that really fits the pocket.” Initial 
print order is W000 and the full 
page advertisement rate is £25 
Selling at one shilling, the first issue, 


dated December, will be on sale 
towards the end of next week. The 
front cover is reproduced above 


* * * 

Modern Transport will publish on 
November 14 an enlarged issue 
covering the Scottish Motor Exhibi 
tion at Kelvin Hall, Glaseow 

oe oe He 

The paper and board industry is 
the subject of a survey to be pub- 
lished in the Financial Times on 
November 16 


an print it for you 


quickly and well, by letterpress 


and offset lithography... 


with all our Plant we plan for 


| 
| you, with all our Staff we serve. 
| 
| 
| 


broadsheets, showcards, 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, 


catalogues, periodicals 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 


80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) Telegrams ‘Printrade’ London 
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Sunbeam-Talbot account grows— 
Erwin Wasey take over 


Advertising for Sunbeam-Tal- [_ 


bot cars will be handled by 

Erwin Wasey & Co., Ltd., from 

January 1. 
Announcing — this, 


Rootes 


Brian 


states: “With the world-wide de 
mand for Rootes Group cars and 
trucks leaps) and 


increasing — by 
bounds, and the ae B of advertis 
ing promotion which results, we are 
making greater demands on our 
advertising agency than ever before 
Sunbeam-fTalbot has reached the 
stage at which it requires a full- 
scale advertising operation in its 
own right 

“For these reasons, and with the 
full co-operation of Basil Butler 
Co., Ltd., present agents for Sun 
beam-lalbot who continue’ to 
handle all our other U.K. adverts 
ing, we have decided to enlist the 
service of a second agency to 
handle Sunbeam-Talbot independ- 
ently of the other Rootes Group 
products.” 

Recently press advertising for 
Sunbeam-Talbot has fluctuated be 
tween the £5,000-410,000 a quarter 
mark. £7,741 was spent during the 
April-June period 


Maurice J. Seymour 1s again press 
officer for the National Poultry 
Show, Olympia, December 10-12 
Ihe event is organised by Poultrs 
World and Farmer and Stock 
Breeder. 


New agents 
for Spratts 


Dixons Westend Advertising 
Ltd. are taking over the adver- 
tusing for Spratts Patent Ltd. and 
their subsidiaries, from January 1. 

A campaign in newspapers, 
magazines and specialised pub- 
lications is being planned. 


Cigarettes with a 
lip at the end 


Mills King Size civarettes are 
being introduced by the Amalga 
mated Tobacco Co 

fhe new cigarettes are similar to 
the normal Mills cigarettes, with 
the addition of a filter tip. They 
sell at the same price, 20 for 3s. 7d. 

Distribution is at present confined 
to London and the Home Counties 
Space has been booked in the 
Lvening Standard and The Star 
with the slogan: “28 per cent extra 
smoking from King Size cigarettes 
at no extra cost."". The advertising 
is placed direct 

it is estimated that, by 1954, 60 
per cent of the cigarettes sold in 
the United States will be filter 
tipped, and a large proportion of 
these will be King size. 


ie ADVERTISING MANAGER’S CORNER 


Time and Notion Study 


How long does it take to hit on a brilliant 
idea for display or point-of-sale advertising ? 
Research shows that the rugged individualist gets 
there with an average of 673 motions (principally 
head-scratching, breast-beating, and nail biting). 


For those who are not too proud to call in an 


expert, this can be 


actions required to dial REG 3295. 


see how 
and nails. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET. LONDON. W.i 
Tel. : REG 3295-6 


much easier it 


reduced 


is on 


to the & simple 
Try it and 
the hair, chest 
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ACCOUNTS MOVING: 
Burrage & Boyde Ltd., makers of Newmaid vacuum carpet 3 

» sweepers and Picquot Ware, to Mather & Crowther Ltd.; 

z Vono Ltd., divan bed manufacturers, and Vaux & Associated ] 
» Breweries Ltd., to Erwin Wasey and Co., Ltd.; New Welbeck 

4 Ltd., industrial vacuum cleaner manufacturers, to John Willis ¢ 

Advertising Ltd. (Manchester). 

» Spratts Patent Ltd. to Dixons Westend Advertising Ltd.; 

¢ Sunbeam-Talbet to Erwin Wasey & Co., Ltd.; Maconochies 

I kippers to Howards Press Advertising Ltd. (Hull). 

¢ 
} NEW ACCOUNTS: } 

$ Klingsil Nudette seamless nylons, for Murray-Watson Ltd. 3 

4 (national and provincial press); Seven Sisters & Co., fashion 4 

¢ house, for John Willis Advertising Ltd. (Manchester); The ¢ 

I Magnetic Broadcasting Co., Ltd., for Marketing Consultants 
» Ltd.; Francastic (Distribution) Ltd., plastic rainwear, Rainwear- 

¢ De-Luxe Ltd., fabric rainwear, Cyclone Metal Draught Proof 

$ Strip Co., C. S. Madan & Co., Ltd., Donald McPherson & Co., } 
Ltd. (part), Hygiene Plastics Ltd. and Fabric Combiners Lid., ¢ 

- for Portland Advertising Service Ltd. (Manchester); James { 

4 Kilpatrick & Sons Ltd., electrical engineers, J. McFarlane & 4 
McAlister Ltd., sailmakers, Wm. B. Morrison & Sons Ltd., ¢ 

% sanitary specialists, Whyte & Mackay, whisky distillers, Wm. z 

4 MecCoard & Son, textiles, Joseph MacCrossan, wholesale 4 

¢ jewellers, and Arthur Hutton, shoemakers, for Sommerville ¢ 

t and Milne Ltd. (Glasgow). } 

? Coulmar Products (mail order) and Blanche Gaye (small 

furnishings, trade press) for S. V. Court Advertising Ltd. 

> 

+ NEW CAMPAIGNS: 

+ The Wilkinson Sword Co., Ltd. (George Cuming Ltd.) garden- ¢ 

t ing magazines, and London Underground posters; Toni (Foote, 

4 Cone & Belding Ltd.) national and provincial newspapers and 4 
+ women’s magazines; Peerage brassware (Reid Walker Adver- ¢ 
; tising Ltd.) Sunday Pictorial, Evening News, 50 provincial z 
} newspapers, women’s magazines and trade press; Beldray iron- 4 

ing tables (L. Graham Browne Advertising Ltd. (Birmingham)) ¢ 

3 half-page Daily Express and trade press; Mazda Snow Gem t 

4 decorative lights (Mather & Crowther Ltd.) trade press; Paxo 

% stuffing (Alfred Pemberton) Daily Mirror, Sunday Pictorial, $ 
4 women’s magazines, trade press; Cresta refrigerators (Lovell ] 
» & Rupert Curtis Ltd.) national daily newspapers; Pacquins 4 

hand cream (Greenlys Ltd.) national newspapers, women’s ¢ 

4 magazines, Reader's Digest and trade press; British Nylon } 
Spinners Ltd. (C. D. Notley Advertising Ltd.) campaign for 4 
men's nylon underwear in national press; Finlay’s sheets z 
(Richard & Thompson) Daily Mail, Evening News, and ] 

4 womens magazines, Ushers Triple Crown strong ale (direct) 4 

} provincial newspapers in South and South-West. 

» Mills King Size cigarettes (direct) Evening Standard and 
The Star; Trex cooking fat, made by J. Bibby & Son, Ltd. { 
(C. Vernon & Sons, Ltd.) double-page spreads in trade press. | 

{ PUBLIC RELATIONS ACCOUNTS: 

z British Turkey Federation for S. C. Peacock Ltd. (London); z 
» Park Lane House and Riche of Hay Hill Ltd., hair stylists, for 4 

t Peter Hope Lumley. ? 
> 

OVERSEAS ACCOUNTS: 
Power Samas Accounting Machines (Sales) Ltd. for W. S. ¢ 

% Crawford Ltd.; Cellular Clothing Co., Ltd. for Osborne-Peacock : 
» Co., Ltd., except Far East : 

4 FS et a eT RD a + 


Customers asked to 
date their sheets 


A five-year guarantee is being 
featured in new advertising launched 
for Finlay’s sheets, made by James 
Finlay and Co. Ltd., Glasgow 

Purchasers are asked to test the 
guarantee by marking their sheets 
with the date of purchas: The 
campaign is using Daily Mail, Even- 
ing News and women’s mazazines. 
Richard and Thompson are the 
agents. 


Ushers have a 


stronger ale 


Ushers Wiltshire Brewery Ltd. 
are introducing a new strony ale, 
Triple Crown. It sells at Is. 6d. a 
small bottle. 

Advertising is being launched in 
a wide range of provincial news- 
papers in the south and south-west. 
It is being handled direct. 


@ More Current Advertising on 
page 393. 
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A, ADVERTISING FILM Is essential to the suc- 
cess of any advertising campaign. Expensive? 
Limited appropriation?—It doesn’t take such a lot Can j et a 
of advertising money to produce a good film and 

Stage a campaign with far-reaching, and assured 

impact. 


Theatre Publicity can make you a black-and-white aa 


Advertising Film, lasting 2 minutes, for as little 


as £1,500. That’s an investment. The film is always 
there to service as many regional campaigns as i or 
you want. £ a 


Coverage? For £1,600 you could, for instance, 
have a concentrated campaign reaching 42", of the 
population over five years of age in the North wie for — 
Midlands Marketing Region. In this Region : df ae 
Theatre Publicity can provide coverage in 313 
cinemas—including 28 Odeons and Gaumonts— 
reaching over 1,324,000 people each week-—42%, 
of the population over five. 


£3,500 is just an example. 
Whatever your appropriation, you may 
well include an Advertising Film to add 
impetus to your campaign. Find out what 
Theatre Publicity Ltd. can do for you 
Write or telephone our National Sales 
Manager, GERrard 9292. 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


A COMPANY WITHIN THE | 


ARTHUR RANK ORGANIS*TION 


HEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON Nw} (HAM 4424) — SALES & PRODUCTION: FILM HOU NWARDOUR STREET, LONDON, WI (GER 9292) 
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‘Agents know so 
little about 
screen printing’ 


Peter Mytton-Davies, address 
ing the northern branch of the 
Display Producers and Screen 
Printers Association inp Man 
chester, said he was amazed at 
the ignorance of many advertis 
ing agents on screen printing 

He added: “Many advertising 
agents in’ London don't even 
know that we have been using 
photo-stencils for a long time 

“You usually find that they 
know a lot about letterpress 
printing, litho, offset and gra 
vure, but that they know very 
little about screen processes.” 

9 on entee 
Rep’s responsibilities 

In his opinion the screen 
printer's representative had two 
main responsibilities to repre 
sent his firm to the customer 
and the customer to his firm 

The real business of selling 
started, not in the customer's 
office, but back in his’ firm's 
office when it came to telling the 
production department exactly 
what the customer required 


LAMA elections 


Last week when reporting the 
16th annual meeting of the Inco: 
porated Advertising Managers’ Asso 
ciation we inadvertently referred to 
1.5.M.A. The officers elected wer 
of course, council members for 


1.A.M.A 
. 


friong nearly a thousand guests at the “Daily Mirror 
last week were Weft to right) 


Reveille,’ R V. Holy 


and ©. W 


Cabaret 

Thomas, sporting a waist 

terned on the fust “Daily 
and Vera Lynn 


artistes 


included 


head 


Bat 
media 


1 
Advertising Lid., Mrs. Holyhead, Mrs. Bat Mullings, Mrs. ©. 


392 


jubilee celebrations 
Mullings, advertisement manager of 
manager of McCann-Erickson 
Berrs 


Berry, director of Lintas Lid 


lerrs 
oat pat 
Mirror, 


89-92 
| ONDON 


‘ . ore 
CAPPING TI 

Mail shot issued by Peter Lat! 
publicity manager, inviting attend 
ance at the Jenolite stand at the 
Building Exhibition, sported a tiny 
coloured feather. Recipients were 
told it was for their caps—if they 
remembered the Jenolite stand 
number 


oe’ ’ ‘ . 
The Cornerstone 
‘A mayvazine tor progressive 
printers” is the sub-title of The 
Cornerstone, new quarterly house 
mavazine of Hawthorn Baker, Ltd.. 
Dunstable, manufacturers ot the 
Cornerstone range OL precision com 
posing room equipment 
Editor is John W. Hazzlewood, 
sales manager of Edward Mortimer, 
Lid., who are responsible for the 
layout and production 


and now LEICESTER 


John Swain & Son Ltd., have the 


November 12, 1953 


New edition of 
FBI register 


The F.BJ1. Register of British 
Manufacturers —1954, 26th edi- 
tion, pub'ished for the Federation 
of British Industries by Kelly's 
Directories and Wiffe and Sons, 
contains seven sections each 
having a reinforced index card 
for easy reference 

A buyers’ guide classifies over 
6.500 F.B.1. member firms under 
more than 5,000 alphabetical 
trade headings, while full details 
of all these firms are given in 
a comprehensive alphabetical! 
directory 

Service to buyers 

Ihe Register provides a sub- 
stantial cross-section ol the 
most important producers” of 
British goods over a very wide 
range of industry 

The president of the FBI, 
Sir Harry Pilkington, says in his 
foreword to the new edition 
“The Federation of British In 
dustries fills an essential part in 
the structure of Great Britain, 
and this Register is an essential 
part of the F.B.L’s services to 
its members and to buyers in 
all parts of the world.” 


Football 


Results of recent matches played 
in the London Advertising Football 
League: Tex Press 2, L.P.E. 8: 

PE. 4, Royds | (Challenge Cup, 
first round): Newnes 9, Allardyce 
Palmer 


pleasure to announce the opening 
RB of a branch office at Leicester. 


Enquiries with regard to Process Engraving, 


Stereotyping and Electrotyping will 


be welcomed by 


John 
SHOE LANE, 
BARNET GLASGOW 


Mr. W. McClelland 


6 PRINCESS ROAD, 
LEICESTER 


Swain & Son Ltd. 
LONDON, E.C.4 


BRISTOL + LEICESTER 
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More Current Advertising 


Toni twin is 
on her own 


After a successful run of five 
years the “Toni twins’ have been 
parted New advertising only 
features the twin with the Toni 

Instead of the familiar full faced 
shot there is now a side face view 
with a superimposed print to give 


a “double” effect 

The copy reads: “Ask the twin 
with the Toni... why has no other 
perm been able to improve on 
Ton?” 

The campaign, handled by Foote, 
Cone and Belding Ltd., is using 
large spaces in national and pro- 


vincial newspapers. 


New Hiltone is 
on the way 


County Perfumery Co., Ltd., are 
to launch the New Hiltone hair 
bleach. Advertising is being planned 


to break in January. G. S. Royds 
Ltd. are the agents. 

New Hiltone will be similar to the 
present Hiltone hair bleach but it is 
described as having an “improved 
formula.” 


Trex will be back 


J. Bibby & Son Ltd. are planning 


heavy publicity for the return of 
their Trex cooking fat. To pave 
the way double-page spreads were 


taken in the trade press this week 

he consumer advertising will 
feature the character Tubby Trex, 
who was used extensively in pre- 
war days. The agents for this 
account are C. Vernon & Sons Ltd. 


Ready for spring 


“Spring is just around the corner” 
is the theme of the Christmas cam- 
paign being launched by the Wilkin- 
son Sword Co., Ltd. Full page 
advertisements will be appearing in 
gardening magazines and a_ Six 
wecks’ Underground poster cam- 
Paign is just starting. 

he company’s 
garden shears are 
special Christmas wrappings and 
posters are being mounted for use 
as showcards. The agents are 
George Cuming Ltd. 


pruners and 
being sent out in 


Lights for Christmas 


A new Mazda decorative 
set, Snow Gem, is to be advertised 
in the trade press The schedule 
includes /Jronmonger, lronmongery 
and Hardware, Hardware’ Trade 
Journal Electrical and Radio 
Trading, and Wireless and Electrical 


lighting 


Trader, during November and 
December Ihe lights are packed 
in a box which can be used for 
display purposes. Mather and 


Crowther Ltd. are the agents. 


5 CARDS STREAM Ep, Ds 
we POSTERS ts my 


Cl aN 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD CROTOON 
ADOC OmMBE Stat-s 
MIGMEST GRADE 
CLEAN © SHARP “EXPRESS 
CRAFTSMANSHIP DELIVERY 


“SDAY-GLO?? printers 


Pm 


SPEECY SERVICE 


/ 
/ 


F i 


~‘ a i 


Lanes Kling sil 


‘ 


in advertisement for Nudett 


Scheme for no 
seams 


\ seamless nylon stocking—the 
Klingsil Nudette—is being launched 
ui this country with an extensive 
campaizn in the national and _pro- 
vincial press Seamless stockings 
have become popular in America 
and on the Continent 

The introductory campaign in this 
country is being handled by Murray- 
Watson Ltd. 


LEGAL AND GAZETTE 


Settlement hope 


In the Chancery Division, on Monday 


Mr. Justice Roxburgh adjourned for a 
further week a4 petition for the com 
Pulsory winding-up of Creative Journals 


(Industrial) [td., presented by 
of the company, John 
Grosvenor Street, W 

Counsel for petitioner § said 
petition was hefore the court 
ago Ney tions with — the 
were in progress and a further week's 
adjournment was required to enable the 
parties to reach a settlement 


Wills 


“ON WiLLcox, of 4 Worpk 
ledon, S.W.19, a founder 


a director 
Michael Ryan, of 


that the 
a fortnight 
company 


ARTHUR \I4 
Avenue, Wimt 


and editor tf 43 years of the Tramway 
ni Raily World (now Transport 
World) lef t4.90R Lis Od. gress 
£4,836 1s. Od. net 

AxTHin litney Peake-Jones. of 17 
Lims Aven Muswell Hill, advertisine 
minager of Kritish Tyre and Rubher 
Company |! and ts subsidiary com 
panies lef 45.752 fs 7d eros 
£* 622 106 net 

DaNtet RICHARDSON, of 48 Pow Strect 
Workington Cumberland, former mana 
ing direct t the Workineton Star. tet 
£26,337 4s vross, £26. 050 4s. 6d. me 

. 
New companies 


one Arts [td., 42-4 High Holborn 


mmercial and busine 
perl ultants, advertising and 
publicity nts Nom. cap £1,000 
Subs \ Klackamore and Ann 


Simmens 
Rapier Desicn Ltd, 42-4 High Holborn 


WoC mmercial and business 
efficiency iltants advertising ind 
publicity its Nom car il ooo 
Subs, v lackamore and Ann 
Simmon 

Middleton Ainsworth & Co. Ltd., 12+ 
Uabridge Koad, Shepherd's Bush, W.12 
Press ager publicity and = advertisiny 

Dirs 


—— Som cat i*00 
J her and W. R. Middleton 

(lke above-mentioned particulars ot 
new compunies recently registered are 
taken from the Daily Register compiled 
by Jordan and Sons Ltd., Company 
Registration Agents, 116 Chancery Lane, 
london, W 0 .2) 


Change of address 


Stan Krol 15 Bolton Studios, Gilston 
Ww.10 


Road, London, S 


CLASSIFIED /.DVERTISEMENTS 


RATES: APPOINTMENTS VACAN!  « 
classifications, 4s. per line, 45s. per ¢ 
charge, one line plus 9d. covering 
advertisements under seven insertions 

Weekly,"” 180 Fleet Street, Ly 


6d. per line, 40s. per display panel toch. 
APPOINTMENTS WANTED, 36. De ‘ine, 


35s. per display panel inch. All other 


‘oy panel inch. Minimum, 3 lines. Box No. 
stare, 
west 
fom, E.C.4, 


etc. Series rates on application: all 
BE PREPAID. Address “Advertiser's 
(HAncery 8844 (Ex. 25). 


APPOIN TS VACANT 


Situations Vacant: “the engagement 
be made through a Local Office of thy 
Agency if the applicant is a man aged 


persons answering these advertivements must 
\iinistry of Labour or a Scheduled Employment 
\}-64 inclusive or a woman aged 18-59 inclusive 


unless he of she, of the employnwot, is excepted from the provisions of the 
Notification of \ acancies Order 1952." 
' 
| FIRST CLASS SENIOR 
| .* . . 
 Artist/Visualiser 
| REQUIRED 
| e 
e lf you come under the above description and 
| are capable of producing First Class Roughs 
| e in Black and White and Colour, together 
2 with a limited amount of finished work, and 
a would like to work on a wide variety of 
subjects for National Advertisers, we should 
td 
. like to hear from you. The person we are 
looking for has already had several years 
e experience in Agencies and Studios and 
| a can command a four figure salary 
« 
Write first please stating age, experience and 
| idea of salary required to Managing Director, 
| 
| o 
| s HAWKE STUDIOS LTD. 
| e 22 CHENTES SERECT, W.C.% 
COMPTOMETER OPERATOR required. | GENERAL ARTIST with some creative 
ave 18 oF over with experience of ability required for advertising depart- 


work FPorty-hour, — five-day 

Canteen facilities Personnel 
Manager, Dunlop Rubber Co., Lid 
Fort Dunlop, Birmingham, 24 

FAMOUS DISPLAY FIRM require com 
petent, industrious creative designer with 
comprehensive knowledge electrics 
plastics, showcards, sheeumctalwork, 
metal spinning, etc Must Know cost- 
ings and be capable of applying tactful, 
knowledgeable whip to subcontractors 
Box 5949 Ad. Weekly 180 Fieet St bo4 


wages 
week 


VISUALISER 


required for permanent position in 
Publicity department of large tech 


experienced 


nical publishing organisation. Should 
be able to produce effective answers 
to many specialised sales problem: 

be good typographer and 
Full details of 
experience, age and salary required 


must 
methodical worker 


to 
Box 6039 
Advertiser's Weekly 180 Fleet St EC4 
————EE — } 
MAN WITH KNOWLEDGE OF PRO 
CESS and foundry charges required 
a leading West End Agency Ww 


stating and salar 
quired 
Box 6044 Ad. Weckly 180 Fleet Si PC 4 


experience, ape 


Seadintinnis iietininins 


Good knowledge of blocks essential, copy 
detail etc. Able to work on own mitiative 
Apply for appomtment — 

NEW ERA ADVERTISING SERVICELia. 
19/23 Ludgate Hill EC 4 Phone CEN 5 04 


RETOUCHER / GENERAL ARISE. 
Must be capable of highest grade rk 


mainly technical, both in rew 
and general drawing 
Box 6061 Ad. Weekly 180 Fleer 5: 1/4 


ment. Knowledge of display work and 
lettering =essential, Good opportunity 
for right type of person Personnel 
Manager, Dunlop Rubber Co, Lad, 
_ Fen | Duntop, Birmingham, 24 


PUBLICITY MANAGER 


REQUIRED IN LONDON 
by the 


METAL INDUSTRIES GROUP 


whose activities comprise electrical and 
mechanical engineering manulacture and 
netal trading  Responsit dives 
toth Group publicity and the supervision 
of the publicity of individual companies This 
is @ senior appointment and applicants must 
have had wide and responsible expenence, 
preferably in relation to engineerng products 
Apply giving full details of age, expenence 
and salary to Group Personnel Otficer 


METAL INDUSTRIES LTD. 


Victoria Station House 
191 Victoria Street, London, $.W.1 


will cover 


WAGES CLERK, single woman 25 oF 

over Must have expericnoe of 
procedure and records. Ciood 
working conditions, five-day week, can 
teen = facilities Personne! Manayert, 
Dunlop Rubber Co., Ltd., Fort Dunlop, 
Hirmingham, 24 


WHY TRAVEL TO LONDON 
EACH DAY? IF YOU LIVE 
NEAR SLOUGH ... 


required by engineering organisation, to 


Artists 


work on sales brochures, 
Write giving details of 


Almin Utd, 


lettering, etc 
experience to 


Farnham Royal, Buchs 


BLOM KMAKER ORDER AND DES- 
PATCH CLERK wanted. Good wayes 
and prospects for tight) person 
Box £993 Ad. Weekly 180 Fleet St b04 

TWO YOUNG ARTISTS required Grbout 
20) years) by London lareest studio, 
able to use the airbrush These posi 
tions offer great scope and advance 
ment to suitable applicants 
Koa 6041 Ad. Weekly 180 Pleet St ba 
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CORIERIEI CLASSIFIED ADVERTISEMENTS 


AIR MINISTRY ecuve 
Male Information Officer with 
knowledge of broadcasting, news 
reel, television and experience in 
dealing with Press enquiries and 
interviews. Royal Air Force service 
an advantage. Required to under 
take three year tour of duty 
overseas in near future. Post tem 
porary and non-pensionable Salary 
range £775 14s.—~£933.10s plus 
foreign service allowance during 
overseas service. Write, giving date 
of birth, education, full details of 
qualifications and experience of 
posts held (including dates) to 
Appointments Officer. 
MINISTRY OF LABOUR AND 
NATIONAL SERVICE 
1-6 Tavistock Square, W.C.1 
quoting E.C.744, by 3rd December, 
1953 No original testimonials 
should be sent 


ADVERTISING MANAGER Gare 


wroup) requires assistant (ave 22-26) 


with experience in layouts, copy detail, 
space buying, block checking, type set- 
tings, and print buying Write, giving 
full particulars including present salary, 
to 


how 6033 Ad. weey 180 Fleet St C4 


YOUNG ARTIST/MANAGER ReQuIRED 


for London Publisher's Art Dept This 
position requires an experienced all rounder 
who can organise and produce good clas: 
creative and finished artwork for magazine 
layout, illustration and advertising Send 
full details of re 2 salary te 
quired to; 


Advertiser's Weekly ie Fleet St EC4 


| 


APPOINTMENTS VACANT ss. — 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office uf the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he of she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


TYPOGRAPHER 
WANTED 


A really first-class TYROGRAPHER wanted for the 
Promotion Department of a leading London Publishing House 
Applicant must have all-round experience and 

some knowledge of advertisement layout presentation 

The position offers excellent opportunities for the 

right man. All applications will be treated with strictest 
confidence 


Please write and supply details of 


age, experience, qualifications and salary required to 


Box 6012 
Advertiser's Weekly 180 Fleet St London EC4 


diane ts 


cf 


have vacancies for 
and Tracers 


artists 


Apply 


These artists will be required to assist in the 
production of short commercials where speed 
in the execution of work is essential. 

Applications for further details should be 
accompanied by particulars of previous employ- 
ment and qualifications 


Preference will be given to young, unmarried 


ALEXANDER FILMS (S.A.) (PTY.) LTD. 
P.O. BOX 7724 cmnall 
JOHANNESBURG 
SOUTH AFRICA yy 


| FASHION ARTISE required, fully ex- 
perienced in full and free wash tech- 
nique in full colour. A really good 
future for first-class artist 
Box 6040 Ad. Weekly 180 Fleet St PC4 
| COPYWRITER IDEAS MAN required 
| by medium sized Agency in Holborn 


ANIMATED = | “Stele Jess 
CARTOON 
PERSONNEL 


An established Animated Cartoon Unit at | 
present operating in South Africa will shortly 
Animators, Inbetweeners 


scope with excellent opportunities 
Write, stating age, previous experience 
and salary required 

Box 6036 Ad. Weekly 180 Ficet St BC4 


ADVERTISEMENT 


REPRESENTATIVE 
required 


A well-known group of publishing 
companies has a strategic vacancy 
for a first-class experienced space- 
aged 30-40 Salary 
according to calibre 


salesman, 


Particulars of age, experience, 
ete., in strict confidence, to:— 

| Box 5919 

Advertiser's Weekly 180 Fleet St EC4 


WANTED, a copy and layout man for 
advertising agency in the Leeds 
Bradtord area Must know something 
about types, block ordering, preparing 
and keeping of schedules. so prefer 

agency-trained Kk includes 


lets. Write first, giving details of 
experience and salary expected. 
Box 6035 Ad. Weekly 180 I lect St EC4 


"Phone your Classifieds to CHA 8844 (Ex 25) 


NOVEMBER 12, 1953 


APPOINTMENTS VACANT 


LONDON TECHNICAL 
ADVERTISING AGENCY 


wishes to appoint 
an Assistant 
to Accounts Director 


We have in mind a man with some engineer- 

ing background who is in advertising because 

he really likes it, whocan producean occasional 

idea, write good copy and administer contract 

details. Write giving details of experience, 
age and salary expected 


Box 6027 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER required by 


london Publishing House for specialist 
monthly. Salary plus commission. Full 
details, age, experience, cic., to 

Box 6047 Ad. Weekly 180 Fleet St EC4 


SMALL BUSY WEST END AGENCY 


requires assistant for manager, Young 
man, agency trained, with some Pro- 
duction Copy / Contact experience 
essential. Write in confidence and tell 
us what you think you are worth, 

Box 6059 Ad. Weekly 180 Fleet St bC4 


YOUNG ARTIST 


with creative aptitude and agency experi 
ence, able to execute good general art work 
Apply in writing, stating age, experience 
and salary expected 
Box 6028 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG 


WOMAN, preferably with 
agency experience, keen on a career in 
space selling, offered opportunity with 
trade and technical journal publishing 
house. Good start, prospects and train- 
ing under Woman Advertusement 


Manaver 
Box 6022 Ad. Weekly 180 Fleet St BC4 
FREE LANCE PHOTOGRAPHER. 


Advertising Agency with own processing 
equipment wishes to contact a free lance 
photographer able to provide specialist 
services when required ihe nature of 
the work at present being handied is 
mainly industrial and an operator with 
wide experience in this field is preferred 
Box 6023 Ad. Weckly 180 Fleet St EC4 


ACCOUNT 
EXECUTIVE 


with experience in the handling 
of technical and semi-technical 
accounts. Applications in first 
instance should be in writing, 
stating age, experience and 


salary required. 


SCOTT-TURNER AND 
ASSOCIATES LTD. 
17-18 Dover Street, W.1 


OPPORTUNITY OCCURS for a young 


man with initiative and gumption to 
establish and control the Advertising 
and Publicity of a progressive firm of 
special engineers, Must he able to 
produce own layouts and design for 
adverusing matter, cenrol mailing 
system, and all matters allied to 
advertising. The position offered will 
be progressive and is an_ excellent 
opportunity for a really go-ahead per- 
son. Write full details in confidence 
Box 6032 Ad, Weekly 180 Fleet St EC4 
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NOVEMBER 12, 1953 


CLASSIFIED ADVERTISEMEN] 


ASSISTANT to MANAGER of 


INFORMATION DEPARTMENT 


required with knowledge of sources of 
information, and ability to pursue enquiries 
until obtained. Knowledge of marketing 
tesearch very useful, shorthand typing a 
decided asset. Interest in helping to organise 
@ department is essential. Please state age, 
experience and salary required, which will 


be treated in strictest confidence 
Box 6063 
Advertiser's Weekly 180 Fleet St EC4 


_ APPOINTMENTS VACANT 4j 


YOUNG PRODUCTION MAN RE- 
QUIRED for Big London Publishing 
House. A man aged 24-28, with at 


least S years’ Agency experience and a 
g00d knowledge of Reproductive Pro- 
cesses preferred. Must have personality 


to deal firmly but tactfully with 
creative men and suppliers and a care- 
ful methodical mind Ww organise 


efficiently to ensure that copy, layouts, 
finished artwork and proofs for Press 
ads. and printed matter arrive on time. 


Good salary and working conditions 
and promotion prospects await man 
with necessary keenness and ability. 


S<lay week. Write, stating age, experi- 
ence and salary required to 
Box 6064 Ad. Weckly 180 Fleet St EC4 


DORLAND 


ADVERTISING 
LIMITED 


have a vacancy for a 


TYPOGRAPHER 


Our wide variety of 
accounts calls for a great 
versatility of typographical 
ability. If you think you 
have the necessary quali- 
fications, will you 
please send us details of 
your experience and the 
salary you will require ? 


DORLAND ADVERTISING LTD. 
18,20 Regent St., London, $.W.1 
Whitehall 0112 


THE MAKERS OF ‘PRESTIGE’ HOUSE- 
WARES require a competent layout 
artist for service in a junior capacity in 
the Advertising Department. He or she 
will be required to produce finished 
layouts for Press, Catalogues and Direct 
Mail An understanding of lettering 
and typography is desirabic, and a 
knowledge of departmental routine is 
essential. Write, stating age, experience 
and salary required to, Advertising 
Manager, Piaters & Stampers Limited, 
14-18 Holborn, London, E.C.1. 


Age between 75 and 35 
right applicant 


London Publishing House | 


Young man and a young woman are required as Assistant 
Editorial Writers. Must be well educated and resourceful 
Press relations experience an advantage but not essential 
Excellent prospects for the 
Write giving particulars of age, ex- 
perience, qualifications and salary desired to 


Box 6013 
Advertiser's Weekly 180 


PRESS RELATIONS 
ASSISTANTS 


required for important 


Fleet St London EC4 


SPACE SALESMEN required, good honest 


publications, also full representation 
wanted in London 
Box 6026 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED SILK SCREEN OPERA- 


| 


TORS required, permanency. Apply in 
person to G. Hayward March Ltd., 
321 Lillie Road, S.\W.6 

FREE LANCE ARTISTS required in 


Manchesicr area, figure, lettering, object 
and technical subjects in all media 
Box 6021 Ad. Weekly 180 Fleet St BC4 


——— 


Wolverhampton Education Committee 


College of Art 


Applicatior 
in the 


invited for the post of Assistant 
Design 
Burnham Technical Scale Grade A 
and 


Commercial Department 
Salary : 
o 86 


qualifications 


according to experience 


Forms of epplication and further particulars 


may be obtsined by sending a stamped 
and addressed foolscap ervelope to the 
underig to whom completed applice 
tions should be returned by 27th November, 
1953. Examples of work should be deposited 
with the Principal, College of Art, St. Peter's 
Close, hheld Street, Wolverhampton, 
by the some date 


F. LONSDALE MILLS 
Director of Education 


A PROMINENT COMMERCIAI 
VEHICIE MANUFACTURER in the 
Home unties has a vacancy on its 


Publicity Staff for a competent technical 


copywr Write giving full details of 
experience and salary expected two Box 
B.A. 2278, A.K. Advg., 212a Shaftes- 
bury Ave, London, W.C.2. 


Display and 
Exhibition Manager 


Fully quelted, required by large well 
known neste appliance manufacturers 
The apr tment involves full responsibility 
for a large Department, for the designing 
and gere al administration of all Exhibitions 
and Dip oys on @ national scale, including 
control all contractors and standfitters 
Applicer’ must have had previous successful 
similar e«penence Write, with full part 
yculars uding age and salary required to: 


Box 6002 


Advertiser's Weekly 180 Fleet St EC4 


KEEN YOUNG = SPACE-SALESMAN 
required by well-known group of | leet 
Street pertodical-nublishing companies, 
Commencing salary £7-8. Full particu- | 
lars of age. experience, etc in strict 


confidence, to 


Box 5833 Ad. Weekly 180 Fleet St bC4 


COMMERCIAL PUBLICITY (LONDON) 
LID. again requires additional studio 
staff Only experienced artists need 
apply Applicants must be neat, rapid 
workers, able to produce highly finished 
roughs good lettering, design and 
technical line drawings, Creative 
ability an asset Phone 


| 
for appoimt- 
ment TEMple Bar 048% 


ADVERTISER'S WEEKLY 


) APPOINTMENTS VACANT 


A large tirm of trade and 
technical publishers have a 
VACANCY FOR A 


TYPOGRAPHER 

& LAYOUT ARTIST 
in the production department 
Should be fully experenced in editorial 
page layout in colour letterpress and 
gravure, journal cover and book jacket 
design, and restyling of journals. Must have 
thorough understanding of printing and 
blockmaking processes and production 
procedure Wide scope for suitable man 


Write, in own handwriting, giving tull 
details of training, experience, age and 
salary to 
Box 6043 


Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN who has compicted his 
National Service to take complete 
charge of Voucher Dept, Write, giving 
full details of experience and salary 
required, to Media Manager, Richard 
Pous & Partners Lid., 34 High Hol- 
born, London, W.C'.1. 


ASSISTANT TO DIRECTOR 
OF ADVERTISING 


Applicant should be 28/35 and he 

should have good educational back- 

ground. Experience with advertising 

agency or national advertiser 
essential 


Write in first place to 
H.C.W. 
SAWARD BAKER & CO. LID. 
27 Chancery Lane, W.C.2 


If—and only if 


Director— 


Top-Flight 
VISUALISER 


Wanted 


you are one of the best 
visualisers in London and you know that 
you can fill a big job, with a matching 
salary, we would like to hear from you. 


Write in confidence, to the Managing 


GORDON & GOTCH ADVERTISING LTD. 
75-79 Farrsinadon Street, E.C.4 


7 
dad 


Phone your Classifieds to CHA 8841 (Ex 25) 
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ADVERTISER'S WEEKLY 


CASTROL 


have immediate vacancy 


for an advertising man who can combine two 
jobs. One will be to look after the overseas 
lianon section of the Publicity Department 

this will demand a high degree of administra 

tive efficiency plus the ability to create ideas 
for all forms of printed publicity and see them 
through to the finished state. The other job will 
be to organise the production of a quarterly 
House Magazine with a world wide circulation 
and this will include the writing or re writing 
of a good deal of the contents of each issue 

Thus, marked journalistic ability will also be 
necessary The successful applicant will be 
between 28 and 32 years old and will have 
had at least five years all round experience 
in an Advertising Department. An interest in 
motoring matters would be an advantage 
Commencing salary around £500. 5-day 
week Non-contributory pension scheme 

Staff restaurant on premises. Write fully to 


PUBLICITY MANAGER 
Cc. C. WAKEFIELD & CO. LTD. 
46 Grosvenor Street, London, W 1 


colloids requires experienced Publicity 


of copy for technical literature, display 
advertisements, sales booklets and 
leaflets. Ample scope for energetic 
man with sound advertising knowledge 
Write, giving details of education 
experience, salary required, w 

Hox 6050 Ad, Weekly 180 Fleet St b04 


PVPOGRAPHICAL LAYOUTS. Adver- 
tising agency requires young man or 
woman with experience in producing 
type mark-ups for foundry and news 

waper setting Good sense of design 

and thorough knowledge of — types 
essential, Write, call or phone —Cranc 

Publicity Lid., $/9 Quality Court 

Chancery Lane, W.C.2. Tel, CHAncery 

S287 


LONDON rIKM manufacturing indus trial 


Assistant Duties include preparation 


Assistant 
Advertising Manager 


required 


by an important national advertiser, with 
Head Office in the Midlands. Applicants 
should be University graduates, under 28 


96 


CLASSIFIED ADVERTISEMENTS 


__ APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a 

Agrnsy if the applicant is a man aged 18-64 inclusive or a woman aged 18-39 inclusive 
unless he of she, or the employment, is excepted from the provisions of the 
Rae ot Vacanetes Geter 1952.” 


POSTAL PUBLICITY 


Manager required for well 


ASSISTANT requieed for Publicity Dent. 


of large Industrial Manufacturing Company 
with offices, West-End London Should be 
known organisation Good able to create visuals, preferably with 
agency expenence and knowledge of 
typography Application by letter giving 
experience and salary required to 
Box 6058 
Advertiser's Weekly 180 Fleet St EC4 


salary and prospects 


Box 6062 
Advertiser's Weekly 180 Fleet St EC4 


November 12, 1953 


-APPOINTMENTS VACANT 


SPACE SALESMAN. required for selling ARTIST required by old established 
trade stand space for 1954 Olympia 
Exhibition Full details, aye, experi- 
ence, etc lo 


advertising agency A good all round 
| artist capable of producing designs and 
finished drawings Permanent and pro- 


Hox 6048 Ad. Weekly 180 Fleet St bO4 gressive position Give particulars of 
FLEEL STREET commercial art studio experience, salary, etc Managing 
requires young lady aged about 16 Director, A. N. Holden & Co. Lid. 


years for general duties. Full training Tloodgate Street, Birmingham, ‘ 
facilities. Apply ‘ ee 
Hox 6030 Ad. Weekly 180 Fleet St bOC4 PERSONAL SECRETARY 
PE TTERING-LAYVOUT ARTISE. Young, (female) 25/33 years 


keen, required at once—suit bey of required for Advertising and Publicity 
virl just leaving art school, Sports Manager in Aldwych, W.C.2. Experience 
Publications, 46 Watford Way, Hendon a ate 

> : ung procedure essential Hours 
Central, N.W.A4, Phone HENdon 9-5.30. 5 day week. Write giving full 
“y? 
2929 details of experience, education and age to 


x 6015 
PRODUCTION EXECUTIVE required 


Bo 
Advertiser's Weekly 180 Fleet St EC4 
for London Agency, expenenced in block ordering and 


copy details, able to handle all stages of advertise 


ADVERTISING. An old established 


ment production. Write giving full deta:!s of previous agency requires additional staff Top 
ane ence, age ond sal exsected to :— rate layout and copywriter capable of 
ae aye ee il comtacting clients and acting on own 
GILBERT ADVERTISING LTD. initiauve Give particulars of experi- 

ence, salary, ctc., Managing Director, 
10 Norfolk Street, London, W.C.2 A. N. Holden & Co. Ltd., Floodgate 


Street, Birmingham, § 
SHORTHAND /TYPIST for Advertising 
Department of Electrical Engineers 


Ho oS. KNEE LID., TROWBRIDGE, 
require the services of a young adver- 


using manager, Store —s experience West-Central District. Apply giving 
essential. Permanent, pensionable posi- details of experience, wages required, 
tion. Apply Noel Knee, 14 The Halve, axe, ctc., to 


lrowbridge. Box 6019 Ad. Weekly 180 Fleet St BC4 


MECHANICAL 
PRODUCTION 


Young man required, with three to five 
years’ Agency expenence, eccustomed to 
working on own initiative Must be fully 
conversant with ordering blocks and type 
setting, also with progress work routine 
There is also 8 vacancy for a4 junior 
Production Man, with two to three years 
Agency experience. Send full details to 


Box 6046 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT MAN reguired for organisation 
specialising in architectural and build- 
ing trade accounts. Good design and 
typographical sense essential Should 
have ability to produce workman-likc 
roughs for anything from press adver 
tisements to complete catalogues. 

Box 6034 Ad. Weekly 180 Fleet St EC 4 


NEVIN D. HIRST (Advertising) LTD. 


require 


LAYOUT MAN 


for Creative Group. Knowledge of 
typography. Versatile design-sense 
essential 


GENERAL ARTIST 


for expanding Studio. Fully ex- 
perienced lettering and general 
artwork. 
Write stating experience and salary required to 
DENIS A. BIRKETT 
Grattan House, Mount Preston, Leeds 2 


Samson | 
Clarks | 


have a vacancy for a 


; J 


é 


® 


pr ee 


“hy 


and with two or three years’ experience 


in advertising The person appointed 


would, after a short probationary period, 


be appointed Assistant Advertising 


Manager and become responsible for 


the day-to-day running of the firm's 


Write to 


Advertising Department. 


Box 6011 
Advertiser's Weekly 180 Fleet 


St London EC4 


First-class 


Media Manager 


Applications, by letter, giving age 
and Agency experience, should be 


addressed to: 


Managing Director 


SAMSON CLARK & COMPANY LIMITED 
57-61 MORTIMER STREET * 


LONDON °* 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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NOVEMBER 12, 1953 


CLASSIFIED ADVERTISEMEN)S 


PRITCHARD 
woopD 


require an experienced 


PRODUCTION 
MAN 


to control busy Mechanical 
Production Group handling 


National Accounts 


Apply in writing 
giving full particulars 
and salary required to 


E. E. NICKOLDS 
Production Manager 


F. C. PRITCHARD, WOOD 
& PARTNERS LTD. 


25 Savile Row 
London, W.1 


CREATIVE STUDIO MANAGER to take 
charge of Studio in Yorkshire Advertis- 


ing Agency The man we want will be 
in the £1,000 p.a. class Preferably 
between 0) to 40 years of age 


Box 6016 Ad. Weekly 180 Fleet St 8C4 
FIRST-CLASS GENERAL ARTIST re- 
quired to produce good slick roughs 
and finished art, including figure work. 


40-hour week and no Sats. Experi- 
enced men only. Write or "phone Mr. 
Gibbs, Maxwell Clarke Ltd., 34-35, 


High Holborn, W.C.1. CHAncery 4563. 


STUDIO ASSISTANT 


Young lady to assist in studio. 
Knowledge of lettering and layout 
an advantage 


METAL SIGNS LIMITED 
Osborn Street, London, E.1. BIS 0361 


SPACE BUYER required 
established London Agency. 
of handling national 
£100 000 and technical press. Write 
in confidence, stating age, full details 
of experience and present salary. 

Box 6031 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


LADY, 31, well educated, with good 
contacts, seeks an appointment as P.R./ 
Advertising Executive. 

Box 5994 Ad. Weekly 180 Fleet St EC4 

RESPONSIBLE YOUNG WOMAN 
(L.S.P. and Agency trained, D.A.A. 
Student) with 8 years’ experience in 
preparation and production of press 
adverusing, technical /promotional titera- 


by old 
Experience 
accoums up to 


ture, editorial publicity, exhibitions, 
etc., secks progressive position § in 
London area. Wr 


ite 
Box 6001 Ad. Weekly 180 Fleet St EC4 
TRAINED P.R.O., with extensive news- 


paper contacts Personal newspaper, 
agency experience London and over- 
seas. N.UJ. member 


Axe 26. 
180 Fleet St EC4 


Box 6005 Ad. Weekly 


A Fair Exchange 


A young man with seven solid years hard 


work, all with Agencies, seeks permanent 
post with Agency or Advertising Department 
(Advertising Manager to small concern or 
Assistant to 


Advertising Manager large 


concern.) Can give good experience of 
will 
expect in return a good salary, hard work 
and good prospects. in of near London 


preferably. 


Box 6057 
Advertiser's Weekly 180 Fleet St EC4 


production, creative ideas and liaison 


COMPETENT STILL LIFE ARTIST 
Secks progressive post. 

} Box 6052 Ad. Weekly 180 Fleet St EC4 

| CREATIVE ARTIST secks entry into 
progressive studio as trainee, Diploma 
in Design, N.S. completed. 
Box 6053 Ad, Weekly 180 Fleet St BC4 

CRISP COPYWRITER with fashion flair 
offers services. Modest salary, Write 
Box 6010 Ad, Weekly 180 Fleet St BC4 


POSTER INSPECTOR secks ecngare- 
ments. West Riding, Yorkshire. Write 
A. J. Murgatroyd, 1 Rhine Street, 


Bradford. 4. 

YOUNG EXECUTIVE requires post with 
scope and adequate salary. Experienced 
Administration, personal contact, Direct 
Mail, Space selling, production. D.A.A. 
finalist 


Box 6006 Ad. Weekly 180 Fleet St EC4 


ADVERTISING ASSISTANT 


Young executive, at Advertising 
Assistant to internat famous firm, 
seeks change. Experience in ali forms of 
advertising in England and abroad) Would 
like position where hard work and initiative 
are well rewarded. 
Box 6029 
Advertiser's Weekly 180 Fleet St EC4 


present 
A . 


PUBLIC 
copywriter 
seeks post 
Agency 
torial 
Box 6038 Ad. Weekly 180 Fleet St EC4 

SHORTHAND-TYPISTS. Private Sec- 
retaries, Clerks, etc. If you are in 
urgent necd of staff, contact Embassy 
Bureau, Fxcel House, Whitcombe 
Street, W.C.2. (WHlitchall 5924.) We 
specialise in efficienc personne! 

YOUNG MAN 26, seeks opening advertis- 


RELATIONS $ and institutional 
just back from New York, 
in London. Company and 
experience, creative and edi- 


ing. Good education, commercial ex- 
perienc: At present studying advertis- 
ing 

Box 6024, Ad. Weekly 180 Fleet St EC4 


NON FULLY-EMPLOVED MAN  will- 
ing to do spare-lime work, 
Box 6051 Ad. Weekly 180 Fleet St EC4 
DESIGNER DRAUGHTSWOMAN, 21 
(Comemporary Furniture Design Dip., 
experienced in exhibition stand design, 
secks suitable post. Tel. PUT. $823, 


or 
Box 6049 Ad. Weekly 180 Fleet St EC4 


ADVERTISING AND PUBLICITY MANAGER 


Oil company, seeks appointment with re- 
putable company within motor industry 
Engineer, well known in world of motoring 
and motor racing with exceptional Press 
contacts and goodwill, Young, energetic 
and enthusiastic. Excellent references 


Box 5986 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT. Male 
shorthand-typist taking D.A.A.  secks 
progressive Opportunity, Creative mind 
Box S908 Ad. Weekly 180 Pieet St EC4 

PRODUCTION MAN with extensive ex- 
perience in Process, Print and binding 
seeks position with progressive Printer, 
Publisher or Agent 
Box 6020 Ad. Weekly 180 Fleet St BC4 

JUNIOR LETTERING ARTIST 
TRAINEE desires change from present 


post. Knowledge Layout, Lettering, etc. 
London area preferred. 
{ Box 6025 Ad. Weekly, 180 Pleet St BC4 


APPOINTMENTS WANTED BBUSINESS OPPORTUNITES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress ( 
photo-litho process plant). 
CARILLON PRESS LTD. 
Fine Colour Printers, Bournem« 
Telephone Boscombe 36835 
London Office 98-100 Fleet Si 
B.C.4 Phone: CENtral | 40 


DIRECTOR 


in an established National 
Outdoor Advertising Com- 
pany 

Contact Personality 
essential for a wide field 
of sales, salary £1,000 
and profits. Capital re- 
quired £3,000 to £4,000 


Box 6880 
Advertiser's Weekly 180 Fleet St £C4 


PRINTERS 


FOR ATTENTION OF PRINTERS. 
Secondhand Gumming Machines wanied, 
20 inch and 23 inch wide paper, or 
near. Prompt cash. State weight of 
machine, h.p., and current required 
Box 5913 Ad. Weekly 180 Pleet St BC4 

ESTIMATOR §$required for Letterpress 
Primers. Scope for advancement. Apply 
Moore Batley Ltd., Retreat Place, 
Hackney, E.9. ‘Phone AMH 2391 

WE HAVE WORK for Printers who will 
give good service in N.W. Lancs 
Box 6014 Ad. Weekly 180 Picet Sic BC4 


FREE LANCE SERVICES 


FASHION DRAWING (Purs a speciality). 
Animal sketches in line, wash or full 
colour, Also advertising and brochure 
layouts, air-brush work, cic, Delivery 
as fast as first-class work will allow 
Loarridge Publicity Lid., 15 South Tay 
Sirect, Dundee. 

ARTIST. — First 
tising experience 


class all-round adver- 
in desivn of press 
advertisements, brochures leaflets 
Finished artwork line and tone 
Box 6060 Ad. Weekly 180 Fleer St bC4 
TECHNICAL WRITER experienced in 
Publicity for the Engineering Industry, 
requires Free Lance copy work f 
required, can work in conjunction with 
own team of artists for the complete 
preparation of advertisements and tech- 
nical sales literature 
Box 6017 Ad. Weekly 180 Ficet St C4 
LIVELY WRITER now available in 
London, Articles, speeches, features, 
reports, brochures, etc., from 5 gens 
per 1,000 
Box 6042 Ad. Weekly 180 Fleet Si b04 
EXCELLENT DRAWINGS, Leticring ond 
Designs offered at reasonable charees 
by competent gencral artist 
Box 5978 Ad. Weekly 180 Fleet St EC4 


FREE LANCE ARTISTS 


For all types of Artwork 
for Children’s Books contact 


THE TUDOR ART AGENCY 


1 Furnival Street, E.C.4 


Hol 8841 
FIGURE STUDIES PIN-UPS, cu Con- 
tact Lansdowne Studios, 7 Stuckwell 
Road, Sw Tel. Brixton 3711 
CARTONS AND PACKS, etc. Designs 


or working drawings executed at rcason- 
able cost. 
Box 5979 Ad. Weekly 180 Pleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


MISCELLANEOUS 


DEBTS COLLECTED throughout Britain 
No result—no commission. Brilezal 
(Estab. 1919) 80 Leeds Road, Bradford. 

COMMERCIAL ARTISTS need “Tech- 
nique of Advertising Layout.” Hun- 
dreds of = illustrations, 185 = pages. 
Cloth, 15s. Partridge Publications, 23 
Bloomsbury Square, W.C.1. 


ACCOMMODATION 


HOLBORN VIADUCT, E.C.1 
Suitable for offices and showrooms. 1,800 
sq. ft. spread over Ist, 2nd and 3rd floors 
22 year lease (broken if required) Rent 
£800 p.a. exclusive, or 1,800 sq ft (epprox.) 
comprising basement, ground tloor and 
first floor £1,250 exclusive—lease 22 years 

Write 
Box 6037 
Advertiser's Weekly 180 Fleet St EC4 


WANTED. One taree or two small 
offices with telephone switchboard and 
reception services 
Box 6054 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


£,000 CALENDAR PADS (Monthly) for 
disposal, Size S$} in. x 12) in. Printed 
red and black on cartridge paper. 
Sample on request Offers to Green- 
slades, 11 Buckingham Street, W.C.2. 
TRA 1191 


SPECIAL ANNOUNCEMENTS 


Ww. HH. EMMETT & OO. LIMITED. 
NOTICE tS HEREBY GIVEN, pur- 
suant to Section 293 of The Companies 


Act, 1948, that a Meeting of the 
Creditors of the above named Com- 
pany will be held at Memorial Hall, 
18 Farrinedon Street, London, CA, 
on Thursday, the 19th day of Nov- 
ember, 1953, at 12 o'clock noon, for 
the purpose, if thought fit, of nomi 


nating a Liquidator and appointing a 
Committee of Inspection 
NOTICE 1S HERERY ALSO GIVEN 
that, for the purpose of voting a secured 
Creditor is required (unless he surrenders 
his security) to lodwe at the Registered 
Office of the Company before the 
Mecting a Statement giving particulars 
of his security, the date when it was 
given and the value at which it is 
assessed 
Dated this 6th day of November, 
R. H. EPMMETT, Director 
w. u. PM™MetTT (OVERSEAS) 
PIMIteD. NOTICE IS HERERY 
GIVEN, pursuant to Section 293 of 
The Companies Act, 1948, that a 
Meeting of the Creditors of the above 
named Company will he held at 
Memorial Hall, 15 ltarringdon Street, 
London, B.C.4, on Thursday, the 19th 
day of November, 19%3, at 12 o'clock 
noon, for the purpose, if thought fit, 
of nominating a Liquidator and ap- 
pointing a Committee of Inspection 
NOTICE IS HEREBY ALSO GIVEN 
that, for the purpose of voting a 
secured Creditor is required (unless he 
surrenders his security) to lodge at the 
Registered (Office of the Company bhe- 


1953, 


fore the Mecting a Statement giving 
particulars of his security, the date 
when it was given, and the value at 


which it is assessed 

Dated this 6th day of November, 1953. 
R. H. EMMETT, Director, 
. i. PMMETT (SCOTLAND) 
LIMITED. NOTICE IS RE, 
GIVEN, pursuant to Section 
The Companies Act, 1948, that a 
Mecting of the Creditors of the above 
named Company will he held at 
Memorial Hall, 15 Farringdon Street, 
London, £.C.4, on Thursday, the 19th 
day of November, 1953, at 12 o'clock 
noon for the purpose, if thought fit, 
of nominating a Liquidator and ap- 
pointing a Commitee of Inspection. 
NOTICE IS HEREBY ALSO GIVEN 
that, for the purpose of voting a 
secured Creditor is required Cuntess he 
surrenders his security) to lodge at the 
Registered Office of the Company before 
the Mecting a Statement giving particu- 
lars of his security, the date when it 
was given, and the value at which it 
is assessed 

Dated this 6th day of November, 1953. 
R. Ho PMMPTT, Director 
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55 - (overseas) 


STOP PRESS 


= ers — 
ROAD CONSTRUCTION — | ‘TREMENDOU 


(Continued from page 335) 


manufacturers, merchants, indus- 
trialists and others who depend on 
advertising are slow to realise— 
reluctant to admit. Too many re- 
gard it as something extra—and 
expensive; something added on; 
something to be done if our com- 


“Ig” >» BD ‘ | petitors do it; a hypodermic shot 

MUNICIPAL ENGINEERING to stimulate. sales trom time’ to 

| time. Whereas actually it is in- 

tegral—-one of the internal organs 

. of the body of industry. And if 

Is. every Friday it is feeble or neglected, the health 
of the whole body suffers. 

“With mass-producing competi- 
tion gathering against us all over 
the world—the British manufacturer 
is going to find it increasingly diffi- 
cult to hold his — in B+ a 
. ° . ° . crowded markets. A larger, bolder 
features in its November 20 issue a fully illustrated | conception of advertising must be 

| developed in this country. This is 
* Pp - oes * | one of the major tasks to which 
article covering every aspect of soil stabilisation _ the Advertising Association would 
like to address itself. But it can- 
- do so because it hasn't aot 
. + + the money—-or the support—t 
in road and highway construction. a eae eee 
support it should have from 
a: ‘ 

Bs e . ~ “Advertisi i oO fe 
The issue will therefore be of considerable a at ie ee oe 
If advertising is attacked and pene- 
. . . . i trated, undermined by taxation and 
significance to surveyors, highway engineers, civil legisiation, then the press—our free 

| press—which is the next line of 
a - ‘ defence, immediately becomes vul- 
engineers and mechanical engineers throughout nerable. For the press cannot 
maintain its present independence 
of Whitehali ney oo) —_ | 
sta corrupting influence of political a 
the 2032 local authorities. | other pressure groups which would 
certainly arise—-the press could not 
maintain its resistance to those 
dangerous influences without the 
financial resources which are now 
supplied by advertising. if the 
freedom of the press is destroyed, 
the freedom of enterprise is des- 
troyed, and with it the political and 
personal freedom of every citizen 
in the realm.” 


BASIC PAGE RATE: £18 


National press advertising cam- 
paign in Ireland launched for 
Federation of Tanners and Cur- 
riers of Ireland by O'Keeffe’s Ad- 


COPY DATE NOVEMBER iJ | vertising Service, Dublin. 


Rathbone Publicity Ltd.  ap- 
pointed agents for John Kimbell 
& Co.. Lid., London, who handle 
wide range of high-grade machine 
tools and equipment. 


4, Clement’s Inn 
London, W.C.2 
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